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- . o ABSTRACT

e

This study examines the 1mpact ‘'of various advertxs:ng practices -on the knowledge,
———attitudge, and behavior of young children. Experimental versions of advertisments
were inSerted into a cartoon program that was presented to 500 preschool and grade
school children in mid-Michigan. More than two-fifths of the sample was black, and

“'”the students- represented ‘both middle- and. worklng-class backgrounds.f

. . There were nine experlmental manlpulattons. in six cases, some element of an

- advertisment was altered to test the effect on experimental and control viewers; in

-.two cases, childrén either saw or did not see a particular commercial; and half were
exposed to the set of commercials in clustered format, while the other half saw them
in the customary dispersed structure. A hiddem camera measured eye contact and re-
actions while viewing, and children were personally interviewed or placed in play sit-
uations after viewing the stimulus tape. Here are the main findings for each manipu-
lation. : :

(1) PREHIUH OFFER STRATEGY -~ ‘Children more cften desired a breakfast food whgi the
commerc1a1 featured a premlum toy than when a premium was not mentioned; however;, they
Were not more likely to antlcxpate asking their mother to buy it for them. Few ex-
plzcitly mentloned the premium.as a ‘reason for wanting the product. i

(2) EXAGGERATED PRODUCT PERFG@MANCE CLAIMS -- Chlldren playing with a difficult to build
block set were more likely to display anger and aggresslon after seeing a version of ‘a
. building-block commercial showing an extravagently 1mpress1ve constructlon than a ver-
sion showxng a modest pile of blocks. ] .
(3) PROGRAH CHARACTERS APPEARING IN COMMERCIALS -- Thoce viewing a Flintstones cereal
' ad more often desired the’ product when the ad was shown in the context of a Flintstones °
~cartoon than a Bugs Bunny. cartoon; this did not seem to be due to confusing the commer-
'~ cial with the content of the program, but rather a heightened 1dent1f1cation thh the
.program characters in the commercial. . .

2

(4) PERFORHBRS' RACIAL CHARACTERISTICS -- Both races more often recaJled the commercial
ehowing white characters acting out the plot than black actors; blacks actually chose
to play with the toy more often after seling the white actors in the commercial. '

(5) RATIONAL MESSAGE STRATEGY -- A rational v1tam1n-or1ented cereal ad was readily
learned and equally successful in terms of recall and’ desire, compared to a standard
elotional presentaction of the cereal. i . .
(6) LBARNING ABOUT LITTERING FROM THE PSA -- Those who viewed the ."Indian" anti-litter-
ing PSA less often exhibited littering behavior afterwards, compered to those who did

“ not see this ad. . //

(7) CONSEQUENCES OF MEDICINE ADVERTISING .-- Children who viewed a Dristan commercial
more often indicated that “hey would take medicine for a cold, thought pills were more
effective, and percaxved hlgher levels of 111ness in society, compared to those who did
not see the ad. v

(8) PRODUCT ACCESSORY DISCLAIMER -+ A toy commercial with an audio as well as a video
superimposed disclaimer of non-included batteries produced greater awareness of this
- ‘qualification but created less product desire than a video-only disclaimer.

(9) CLUSTERED VS. DISPERSED STRUCTURE OF PRESENTATION -- Slightly greater levels of

commercial attention, enjoyment,' learning, and desire were obtained when commercials
were bunched together rather than conVentionally dispersed; there were no important

differences in responses to continuous vs. interrupted programning. '

\‘l
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THE EFFECTS OF TELEVISION ADVERTISING ON CHILDREN: FIRST YEAR EXPERIMENTAL EVIDENCE

-~

s

This report describes nine experimental studies examining the impact of various
- ac . . . '
advertising practices on the viewing responses, knowledge, attitudes, and behavior of

young children. There are nine indepéndent'manipulations of advertising content or
. - ‘ el .

context that are tested in this series of investigations. The studies primarily ex-
- amine pragmatic problemé concerning the consequences of conventional or potential -
) . . " 5 ¢ '

- children's advertising strategies and practices. These are the basic reaearch ques-
~ tions posed in the experiments:

e ° g 03 s ' .
(1) PREMIUM OFFER STRATEGY -- How does the inclusion of a premium offer in a product
commercial affect children's preferences for the' product?

(2) EXAGGERATED PRODUCT PERFORMANCB-CLAIES -- Can the extravagent poﬁtrayal of a toy's ;
performance stimulate anger and aggression when high expectations are not'satisfied?

(3) PROGRAM CHARACTERS:'APPEARING IN COMMERCIALS -- To what extent does the presenta-
tion of TV program performers in advertisments contribute to heightened desire for
-the product when presented in the context of the performers' program, and why?

(4) PERFORMERS' RACIAL CHARACTERISTICS -- How are black and white children affected
by a commercial presenting black or white characters?

o

25) RATIONAL MESSAGE STRATEGY -- What is the relative impact of information-oriented
vs. emptional advertising appeals in informing and persuading children?

(6) LEARNING ABOUT LITTERING FROM THE PSA -- How much influence does the public service
announcement have on children's anti-pollution attitudes and practices?

(7) CONSEQUENCES OF MEDICINE ADVERTISING -- What are the effects of an aspirin commer-
cial on beliefs of the efficacy and speed of medi¢ine, perceived incidence of
societal illness, and orientation toward using pills for pain relief?

(8) PRODUCT ACCESSORY DISCLAIMER -- Can an audio restatement of a video superimposed
disclaimer of a non-included product accessory increase awareness of this qualifi-
cation, and how does this influence product prieferences?

(9) CLUSTERED VS. DISPERSED STRUCTURE OF PRESENTATION -- How does the bunching of a’

series of commercials affect children's viewing responses, learning, and desire
for advertised products, and reactions to the uninterrupted program? -

The research method employed a basic two-group'experimentél design for each

’ study, with half' of the Ss exposed to one version of the stimulus and tg; other half

viewing an alternate version. The methodology is described in detail in the next
- . A\]

section. - - - - - . - e

»
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EXPERIMENTAL STIMULUS TAPE
The experimental subjects were exposed to one of eight stimulus tapes con=-
taining entertainment matemal, adver'tlsements, and news. The (composit;pn of
each twenty-minute tape is outl:.'ned in Figure ).

Structural” Menipulation: » The first four tapes were struct&ured according

to the pattem of a typical Saturday morning cartoon program, thh a brief

. program nrtfroductmn, two commercials, the first program segment, three more

_ comarcxala, the;fsecqnd pmgram segment, another commercial, and a news program

¢

with a cemmerei'al imbedded. Two tapes featured the cartoon followad by the
news, wh:.le the other two displayed the news before’ the cartoon, to control for .

order effects. o o ) ' .

' This structure was employed after an analysis of Saturday m,min&program—
ming 1ayont;.1 Mest.fg_rogram useld'an introduction of a minute ‘or less and three
main program segients ef approximagely fi‘ve, to seven minutes each. The news
pmmiﬁ structure was identical :o'the current practice of the Columbia Bnoad- L
casting System children '}s newscasts, which have a twenty-seconq intioduction,
a thffty-seeond commercial, and a main progran segment runn.inz slightly over
mé and one half minutes. i

The other four tapes were nanipulated to feature a "bunched" or "clustered"
structure of adveftisement presentation. All seven commercials were shown
eonsecutively; ‘e‘itvner immediately preceding or folloﬁing the complete program
The newscast was also. dispiayed without a commercial interruption in these con=-
ditions. Figure 2 displays the basic structural menipulations.

Cartoon Manipulation: The entertainment content in the stimulus tapes was "

ki
chosen to appeal to all of the age groups, which ranged from preschool through




3
2

fifth grade. . A list of all late efternoon and weékend clfildmp.'s-progr"&xﬁ was

presented { 40 kindergarten and first graders and to 70 third ‘and fourth’ S

L4

graders who were not involved in the experiment. Popularity rétings indicated ',_4,‘

a¥

‘that the most liked pﬁoérame wj.tb'j.(oun'ger children included the Flintstones, . .
| ’ Bugs Bunny, Fat A;bert, Archie's TV z‘unn/ies, and_' Scooby. Doo. 'I’hevolder child-

ren preferred Scooby ’Doo, Bugs Bunny, :,Fat' Albert, Harlem ‘_Giobetrotters, and theﬂ _

‘Flintstones. ° | , ' | : o ‘ ¢

-

I

Fat Albert rand‘H.arler_n Globetrotters were elirﬁinated Decause they ppimarily
-involved black ooaracters, and it was deemed ép‘bzyopriate to control for thie
factor in the program content. /7Scooby Doo was “not chosen:‘ because of difficul-
ties in compressing the one hour story—ﬁne iﬁto the :availeble pro‘gram tme

. Two criteria prompted the selection of the Flintstones ¢:d Bugs Bunny as w L,
the entertainment program:.ng. Flrst, the contmuity of the two pmgrams
differs: the Bugs Bunny show contains discreet and unrelated cartoons, while
the Flintstones show involves. a single-theme plot that 1s developed throughout

- the course of the program. 'I‘hn.s dlffer_ence in program cohension "allows for an
assessment of’ the interaction between advertising: structure (bunched vs. dis- 4 T
persed) and ,cogtentplot cohtinqity' (discrete vs. interrelated), as thay affect
responses to the program. ’

Second,,‘ the Flintsto;les characters are errployed'_in ,commercial_s p_romoting
Flintstones cereal, while Bugs Bunny characters are not: 'nus 'difference allows .
‘a. test of the relative impact of pooular pmgraﬁ stars promoting a product

. mthm that program and within an unrelated program. Identical vers:lons of &

Fllntstones cereal ad taped off the air were mser'ted in the tapes featuring

the Flintstones and Bugs Bunny cartcons. Thus, the second‘ogtcorrae of the

P
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as it affects responses to the cereal commercial The script of the ad is .-
s ) . “ @
preserited in Figure 3.

Product Premiun Manipulation ‘One within-ad manipulation examines the

impae; of sﬁowing a premium along with a product -in a commercial, The first

commercial viewed by tﬁg subjects was for Kellogg s Pop Tarts, as recorded

off the air a month before the experiment. Use of an off;phe-air ad as the

initial advertiSing'stimulus was‘deemed desirabie as a device to assure child-
ren that the tape material was realistic and unadulterated.

| Tne Pop TartsAadvertisements displayed on children's programming some—
times feature a 10- to 15-second description of the premium offered in the
Pop Tarts package._ Other ads,.in this series describe only the product itself
Thus, children have been‘exposed to both types of advertisement for this®
breakfast food _ o )

A

. ~
One of‘the commercials ending with a premium promotion was taped and
shown in half‘>f the conditions. vThe‘other conditions displayed‘the same ad
Wlth the premium offer edited out (Figure 4). The key dependent variable
‘ for this manipulation is’ the subjects’ desire for Pop Tarts.
Product Performance Claim danipulation The next variation involves ’

Y
the degree of extravagance of product performance displayed in the commercial

The ad was specially-produced-for ths experiment, showing the Blockhead'
building-block toy in two conditiOns. In one version; a boy. and girltbuilt a
hizh and complex structure with the Dlocks. The modest version showed the
sng cnildren constructing a small and simple pil. of blocks.' About 10 “

seconds of the video stimuli differ botween the two conditions. The audio

- & ' .
oLy gl 4 )
- \) )y, [ j .

w
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.72  secript emphasized the importance of successfully building’a winning tcwer in

. . . . . . R v .
. thé extravegant version. The other script-focused on the fun derived from
_ > Rt A
playing with Blockhead (Fioure 5). >

Sub]ects exposed to the modest vs. extravagant advertlsement Can. be com-

3

pared to determlne hou thlS manlpulatlon affects expectatlons of performance

and enjoyment, and dlsplay of arger and aggresalon‘whlle playing with the

ba.OC.kS . ’ o

-~

=

Performer Race Manipulation: The thlrggcommerclal presents a scrlpt that

. is performed by elther a-pair of black actors or white actors. This speclally-

producedvadvertlsement shows a boy and girl playing with a Tumblebug racing

toy. After the commerclal was taped with white chlldren actors, two black

. =

chlldren performed the same behavxors with the toy The voice-over audio track

was identical for each condition (Figure 6).

.

This manipulation is not.expected:to have any main effects, but may inter-

act with the ‘race of subject to affect a number of dependent variables.

5 Rational-Emotional Theme danipulatjon: Fourth, half of the subjects

‘viewed a cereal commercial with a traditional "emotional" theme claiming that
" the cereal provxdes energy to become a 'great swimmer' and to 'do great in
schonl.' ' The other half saw a "rational" information-oriented ad describing
the four vitamin nutrients 'A,B,C,D' and hom they give enexgy to 'work hard'
in school. fhls audlo and video manlpulatlon occurs during about 10 seconds
of a Speclally-produced commercial with other elements controlled (Flgure 7.

In order to reduce incredulity dué to dev1atlons from current advertis-

+ . 1ipg campaigns, the experimental cereal was Food Club Frosted Flakes, an unad-
hY .

~

vertised.private brand unfamiliar to most subjects. The main dependent

<




vériab;es are desire for thLe qeﬁeal and amount of informatien learned about

this'relatively unknown product. )

-p‘ \ B . ’
" Nonprescriptive Drug ilanipulation: - The fifth slot featureéd a videotaped -

'réproductioq;of a convenfional Dristan decongesfhnt advertisement in half of

the conditions. The commercial demonstraté§ .tow a bedridden mother sufferlng
. y

frow a'bad cold-flu-fever almost instantly feels bettgr due to Pristan's help

(Flgure 8). : i . o N Y

TN
Children who cbserve this particular off-the-alr ad can be compared to .

control, subjects whp do not see it, along SLVLPal dlmen51qns of perceptlons
N L
about‘51ckness, efficacy of , common nonprescripfion drugs, and rapidity of »

1

-general problem-5olving. .

Anti-Pollution PSA Haﬁipulation; The half of the subjects not v1ew1ng

+

.the drug ad were shown an off-t‘le-alr tape of a publlc service announdement

against littering and pollution. The stimulus was the famous Iqﬁlan PSA
degiéting a brave paddling through polluted waters and crying after seeing

»highwéy litter (Figure 9). Pretestlng 1ndlcated that many chlldren were

-

familiar with this message, so it served malnly as a relnforclng rem;nder not~

to lltter.

*

Viewers can be compared to nonviewers in terms of their littering behav-

o

. ¥ )
ior and pollution attitudes immediately after the program tape finishes.

. R . - 1 :
Accessory Disclaimer ilanipulation: The¢ final commercial involyves the
. i '\ /‘ -
‘prominence of an announcement disclaiming thé non-inclusion of a product

-

accessory. Since ‘batteries not included" is the most frequent-disavowal in

. J Y .
children's/advertising,ﬂthis was chosen for the operationalization. A Mattel °~ . -

v

Vertibird toy helecopter commercial was taped off the air for the experiment.




v

‘The orrginal commerC1al included a brief "batteries T>t included" label

. superimposed at the bottom of the picture. This was shown in half the con-
ditions. The otherfhalf-additionally presented a voice-over statement of

»

~ this phrase at the end of theé dommercial (Figure 10). Thus, avareness of

. 3 ) * .

this disclaimer can be compared between audio-visual vs. visual-oﬁly versicns
: . ) A g

of the commercial., . ' . :

News Complexity Manipulation: Each stimulus tape included a two-minute

children's news program.: A content analysis of the CBS "In the News" series

- ©

. at about the seventh grade,level, Sinee the audience for these shows is in
-7 . thegd-ll age range, a simplification of the conte;t'may produce greaﬁu'infor-
mation acquisition. = . . - ~ )

To avoid eontent;Specific findings, two different types of news topics
“Q' : were.selected. Based on” the pontent‘analysis, two basic themes. were identi—‘

o

'fied: "soft" feature stories about people, animals, and events of particular

El

development Jin the political economic, and social arenas in the United

%% States and other'countries. One’newscast was randomly selected to represent

.

\

The news programs were taped off th'e air several weeks before the exper-
. 4 o I '
iment began. The audio track of each story was manipulated, while the video

.
" N,

remainec the same in both conditiqns. The complex version featured the s¢ript

used in the original CBS newscast, while the s1mplified conditionmpresented 2

revised script with shorter sentenpes and more oommon words. This manigulation

/

is described more fuil? in the Television News Programming report.
. ,

!

n “

R

each of these categories. Time-bound stories were excluded from consideration.

LY

ind ted that these newscasts had a rather difficult readabilitv score, averaging

interest to children and "hard news" stories dealing with significant gurrent '

‘a
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EXPERIMENTAL PROCEDURES

‘The stimulus tapes were played on a conventional tclevision monitor to

groups of four children in five eiementary schools and two preschools in

a2

Lansing. Most students in each school participated, with thgir parents' .
N written permission. ““Thé schools were carefully chosen to maximize the

proportion of black children in the experiment, and to represent both

N

wcrkxng and middle class nelghborhoods. \\ ' A

The bas1c procedures were developed over\several months of pretesting

N

with preschool, flrst, and fourth grade chlldrenx The students were

escorted €rom their classroom to a spare room in the school. Usually two
boys and tﬁo'girlsnfrom the same grede were tested together. ” . o
| The physical!é;yont of the prototypic experimenta; roomfis‘displayed

in Figure 1l. Subjects were seated in four seats about 10 feet in front .

-

of the television monitor. A hidden television camera in a box next to the

TV set focused on the subjects in the two middle chairs. *

. . & e PR
-’ The camera was: connected to .a small television monitopr located several «

_ feet behlnd the subjects. Two coders unobtrusiﬁely cbserved both of the * - R—
i 2
central subjects on the monitor, and listened to- thelr comments dlrectly.
A third experimenter ran..the eqdipment, maintained order, and settled

coding conflicts between the primary raters.

P

One of the eight stimulus tapesiwaé randomly selected._for showing to B

each group. The tapes were pieyed on a videotape machine behind ‘and to

a

thegside of the TV monitor.




v
"

As the subjccts were seated and settled the tape began runnlng with a

routine stat:.on-break identification. The program matem;al appeared after

- . y - . N . . ) O
several seconds, in the sequence indicated in Tigure 2.

While the subjects viewedrthemtape, the coders rated attention and - -

L "

»affective responses~during each of fourteen 30-second intervals: all seven i

conmercials,,four news segments'(tne introduction and three subdivisions of
the main portion),~and three cartoon samplings (the tnird m%nute of the
initial portion of cartoon content, and thé.fi;st and third minutes of the
- - - other half of the cartoon programming). Figure 12displays the rating

form used with tape one; the full set of eight forms is presented in the

appendix .

Degree of attention was rated along a five-step scale using these,

“ 5 . - o

criteria: !

Full attention -- almost. total eye- contact (29 30 seconds) with
nearly no distraction

—r

¢

Close attention -~ predominant eye contact (21-28 seconds) with
occasicnal distraction .

o

‘frequent distraction '

Partlal attention -- nalf~t1ne eye e contdet (10-20 seconds) w1th

Slight attention -- occasional eyec contact (2-8 seconds) with
predominant distraction’ -

No attention -- almost never cye contact (0-1 seconds) with
nearly total distraction

- Y o
e - fn”addition;‘codersmspecifically measured the amount of time taken

_ to attain attention to the second half of the cartoon prasentation, - This

~, pe

allowed comparlson of the amount of programming missed in the bunched vs.

3

dispersed advertising structuref

Nt
ot pi
Fyrmte
%

»
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. Affective responses were judged aiong four e ative dimensions:

observed enjoyment and irritation, oveérheard verb 1izations, aﬁd observed

: : -change in interest. o - ’
& - '

Degree of enjoyment and irritation were both rated on “three-step

scales: ‘
- . . .
High enjoyment -- intense display of pleasure

~
iloderate enjoyment -- mild pleasure displayed

Low enjoyment -- no discernable pleasure shown -

High irritation -- intense display of disli;king

Hoderate. irritation -- mild disliking displayed

Low_irritation -- no discernable disliking shown

Verbalizations were coded aécording to topic and valence, with a mark'

recorded in one of these categories: ‘

_ Content-related verbalizations -- comments regarding the product
featured in a commercial or the subject matter presented in
the news and cartoon.

& : -
Delivery-related verbalizations -- comments specifically pertain-
ing to the mode of presentation of the commercial or program-

— - - ~ming, in¢luding music, acting, phraseology, characterizations,
’ camera “techniques, etc.. ’

Unrelated verbalizations -- comments irrglevant fo the stimulus
‘materials, such as statements or questions about the physical
environment, the equipment, or the experimental personnel.

n

These verbalizations were classified as being positive, neutral, or

negative. The total number of each type “of comment was then tallied.
Change in interest displayed in the first five seconds of the Flint-
stones cereal advertisement was gauged against the baseline level of

interest in :the‘preceding cartoon programming to determine Qifferenfial
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changes from Bugs Bunny vs. Flintstones. Interest change was also measured

during the commercial slot following the end of the cartoon presentation.

» - . -

~ This variable was trichotomized in‘the following manner:

Increased interest -- greater involvement in the commercial than
previous programming, as evidenced by smlles, posxtlve
verbal comments, clapplng, etc.

No interest change -- leveL of previous involvement maintained.

Decreased interest -- lesser involvement in the commercial than
previous programming, as evidenced by frowns, negatlve
comments, figiting, etc.

Subjects were generally attentive and well-behaved during the playing

_of the_stimﬁlus tape. HNone evidenced awareness of the hidden camera, and

the presence of coders in the back of the room di&n't seem to sensitizé

subjects' behavior. However, the lack of dlver51ons in the experlmental

room did constraxn“the lattltude of alternative activities. Unlike home
v1ew1ng, there was no opportunity to leave the room during commercial
breaks. ' |

At the end of the tape, all subjects were offered a piece of candy‘

wrapped in paper (i.e., tootsie rcll chocolate kiss, or taffy) The

~

coders observed how each cnild disposed of. the wrapper as he moved from

the Qiewing chair to the post-viewing activity area.

- T

c

- Post-viewing measurement design
Two separate methods of data gathering Were empioyed to assess the

impact of the experimental manipulations on desire for products, learning,

and play behavior. Half of the subjects responded to detaiiedvinterviews

"

primarily involving their learning of news and- advertising content. The

s

othéfwhalf uﬁderwent a broduct sélecfion pnpcedﬁre,to index desire for

‘ I
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advertised foods and toys, and were observed at play with one of the to&s.
One half of each group héd}been moﬁitorgd for fesponses while viewing. -
Of course this system did not provide complete data from all subjects.

on all dependent_vafiables. This approach was used for several reasons.
/\4— - * .
"It was much more efficient, allowing for careful measurement of a limited

number of variabl:s without exﬁausting the energies of the subjects.

Approximately 10 to 15 minutes of post-viewing activity were required.

&

In addition, measurement on some product selection items would have
sensitized subjects On the interview leafning items, or visa versa.
Finally, the large number of subjects run in the experlment produced

suff1c1ent cell sizes for statistical testlng, even though only half were

‘measured on any partlcular variable.

Interview Procedures

N ' > 4

-Two :bjects, one who had been observed by coders and the other who -
~ was not under observatlon, Were led from the room to be 1nd1v1dually inter-

v1ewed by an experlmental azsistant. The interview ranged over a number

Sy . . . t
. . N N

of topiCs.

Liking, The interview began with questions  aboyt the child's liking
of the cértoon..neWS story, and commercials-

Flrst we want to find out how much you 11kéﬂ watching thls TV
show.. S

Did you like the cartoon(s)? . IF YES: Did you like it a little
bit or a lot? ’ ) .

pid you like the news story? IF YES: Did you like them a little
-bit or a lot?

Did you like the commerc1als°. IF YES: Did you like them a -

little bit or a lot?.

e
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News learning Questioning then turned to evaluation and recall of

s

the content of the news story the child had seen. These items are described

- . in the Television News Programmlng report.

Advertising learning. Subjects were next asked to recall the various

l products advertlsed in the commerrlals, fbllowed by SpeC1f1c questlons

°

about each advertisement. The subjects were briefly reminded about the
ekey~featdres‘ef each comnmercial before the foliew-up questions. (Elgure .13)

If the sub]eﬂt was exposed to the Indlan antl-pollutlon message, the

4 3

interviewer sought to discern the level of understandlng of the basic

theme: - \

|

One of the things you ]ust saw-on the program was an Indian
in a canoe. Why did the Indlan cry at the end?

Ih conditions featuring the Fllntstonee cartoon, subjects were '

. ot
\

asked to deécribe the plot of the'cartoon- » N

Can you tell me what happened to Fred 1n the Fllntstones
cartoon? :
For’ eachlquestion,-the interviewer judged the adequacy of the
. ": B RN ’ .
answer. A pollution-relevant response was scored as correct for the

Indian eahmereialt The completeness of the Flintstone description was
' ' H

rated along a seven-step scale.

, Product Selection and Pley'Procedures

The other two subjects participated in tie product selection and play

phase of’the'study An experimental.assistaht led them to a different *

‘part ‘of the room.containing a prev1ously hldden table w1thctwo comparable o

" toys (Tumblebug and.Splll the Beans) set up at the far end and Blockhead

building blocks arranged at the other end. ) ‘ .

> a
.
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Behavioral preference. One subject was directed to plajtwith the

Tumblebug or Spill the Beans, and the assi;taht recorded whichmtey he
first selected.

Verbaéﬁgrefereﬁces Yhile the first subject played the assistant

talked with the other chlld about his product preferences and~play

expectatioBs. The subject was successively shown‘three boxes of break-
fast food (Pebbles, Foodelub, and Poptarts), and asked how much he
would like to eaf each. Then the interviewer probed whici ones the

&

child actually intended to ask his mother to buy. This was followed by

 a desire item for the Vertlblru toy helecopter. Figufe 14 presents

this line of- questlonlng

Play expectatipns. The subject @as;also asked about his expect—.

ations for play with the Blockhead toy, to determine both the amount
and kind of enjoyment he anticibated:

How much fun do you think 1t would be to play with the Blockhead

toy?
Would you say alot of fun, a little fun, or not much fun?

Remember the two kids playing with Blockhead in the commercial?
Do you believe it is as much fun as they showed it would be?

‘Do you think you could bulld a tower as high as the kids in the
_commercial, or do you think yours would be hlgher or lower
than the one on TV?

The product preference interviews required only a few mlnuces.

when completed, the 1nterv1ewed child was directed to select and play

with one of the toys whlle the first subject was questioned about product

-

' ‘Hostile play behavior. HNext, ‘the peir of subjects was told to play

with the Blockhead blocks. In order to maximize the potential for overt

AN
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displays of hostility while playing, they : were told to take ‘turns piling

the blocks on a small base block This small base provided a more diffi-

B 2

»'cult and frustrating balancing task, and the interpersonal nature of the

9

play provided a possible ‘source of friction and an accessible target for‘

social aggression.

The experimental assistant observed and recorded the degree of anger

iy

and aggression during a five minute play period. These rdting scales were

émployed: - s
Anger -- display of irritation or indications of being upset or
mad. ASK: Does it make you mad when you can't build it right? _

_Hoderate -- limited display of anger, ﬁild irritation
Low -- no manifestations of anger, , - . :

& “

. Verbal agggession -~ verbal act intended to 1n]ure target person
R or object S

High -- heavy cursing, loud threats of an extensive natureﬁ
N . N e b

Moderate-—— limited verbal attack

"Low -- no manifestations .of verbal aggression at all

Fhysical aggression -- overt act intended to.injure target person
or cbject.

High -- extensive physical aggression, 'such as hitting, or o,

throwang blocks
53 Moderate - slight pushing, shov1ng, or grappling

Lcw -= no manifestatxon of physical agngSsion ‘at all

...‘v il .
D £Y .
29009 , .

.‘,,M____E_l';lg_li_,-- extensi\ae,._on_‘intense.,disp}ayiof;anger:” e S
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EXPERIMENTAL SUBJECTS

. . , : . , .
A total of 500 Ss participated in, the experiment. Ss were drawn from five

elementary schools and two préscﬁools in the Lansing area. Figure 15 lists the
number of children from each school, along with a description of the basic type of

neighborhood served by the school.v It can be seen that about two-fifths of the sam-

ple “come from lower-lncome areas:in the inner-city core of Lansing; another one-'

third live in predominantly lower mlddle class neighborhoods near the central city;
the other quarter reside in wealthler suburban districts several m;les from downtown.

Thus, the sample is purposlvely skewed to over-represent children f om less advantaged

PR - - : -

2

9 backgrounds.~

The schools were carefully selected to'provide a substantial proportion of black

<

students. Although Lansing has only a 15% black populatlon, the final sample con-
tained 42% black children. Black children tended to be younger (Pigure 16)

The ages of the Ss ranged from 3 to 10 as students were chosen from the pre-
.§chool through f1ft§ grade. While there were only 52 preschoolfchildren, fully 57%

. of the sample was seven years old or younger due to heavy sampling in the kindergar-~
_ten and ‘first grade. Girls slightlyuoutnumbered boys, as 53%&of the sample was fe-

. ' .

, .

male. : - : -
, _

Half of the Ss were interviewed and the other half were observed while playing

. >

with toys and choosing products. Half of each of these groups -were monltored on’ the

f

~ remote television screen as they viewed the stimulus tape.. Figure 17 displays the

-

Eistribution of 58 into these measurement conditions. The numberrof Ss in-each of
he;;\be imental ureatment conditions is also presented along w1th the N's for in- .

tersection o treatment and measurement cond1t1ons Due to oversamplxng for“st;mu-

0 .

lus tapes 1 and 3, there were slightdy more Ss viewing the odd numbered tapes (con-

taining Poptarts with prenfjij Blockhead with extravagent claim, Flintstones Cereal

-
N
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v .
within the Flintstones cartoon, Tumbiebug with white actors Frosted Flakes with ra-
tional theme, Vertibird with sudio-video disclaimer, and the Dristan ad) than the
even numbered tapes, which featured the oppos1te content manipulations.

Figure 17 also shows the age and race distributions, indicating that Ss with
these key characteristics fell probortionately into the. measurement conditions. The
age and race subgroups also were distributed into treatmert conditions in approximate
proportion to their ouerall size. Rather than laboriously describing these varying
cell N's'in each table‘in the findings section, Figure 17 can be used as a'general

refereﬂce to the number of Ss in each-condition.

Nv,;ma;_ac;uAewzciﬁhwaggﬂgsi,_;_cm,cmmmﬂﬁma‘WMMVWWHH,A,Af.

The findings for each of the manipulations will be presented separately in this

section. FEach sub—experim nt is introduced w1th a brief description of the idea bev

.

ing tested followed by description“ of the results on attention-irritation-en1oy-

*

ment-verbalization responses duiwnﬂ viewing, and the 1earn1ng-des1re-behavxor vari-_

o

ables measured after viewing. The:text is accompanied by several tables presenting

-

the data on each study. The first table in each case displays the viewiIng response’

data, while the next table presents yarious éostevieuing data. The subsequent tables

Iorovide age and racc interaction data where relevant. A final set of results des-

cribes the main effects of age and race on the key advertising variables. A
The findings arc presented in this order: T B

(1) fREMIUM 0FFE§\STRATEGY§ Poptarts‘commercial |

(2) EXAGGERATED PRODUCT PERFORMANCE chIus{ 'Blockhead commercial -

(3) PROGRAM CHARACTERS APPEARING TN COMMERCTALS : Fiintstones commercial

(4) PERFORMERS' RACIAL CHARACTERISTICS: Tumblebug commercial

kS) RATIONAL MESSAGE STRATEGY: Frostcd-Flakes commercial

- (6) LEARNING ABOUT LITTERING FROM THE PSA: Indian commercial ‘

£

- -
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(7) CONSEQUENCES OF MEDICINE ADVERTISING: Dristan commercial
(8) PRUDUCT ACCESSORY DISCLAIMERS: Vertibird commercial
(9) CLUSTERED VS. DISPERSED STRUCTURE OF PRESENTATION: all commercials

(10) RESPONSES TO COMMERCIALS BY AGE AND RACE: ali’commeﬁgials

\\\' Two basiévtypes of sfatistical analysis.are presented for éach of these compari-
sons. The differences on*attention-irritatipn—énjoyment measures bétween manipulated
conditions are compared with t-tests; fhg.tables present the t value and the exact
significance level for that value. fhé/main effects of the éxperimenfal treatment
on know;edge, attitude and behavior are examined with.chi-square tests; the tables

;—*“preseantﬁé—chiasquare"vaiue;—fhe‘degréeS'of'freedom;wénd-the exact Significance level.

Hore important than these sxgnlflcance tests are the pattern of flndlngs on the

.descriptive statistics (means and percentages) whlch are displayed in the tables and

" described in the text. L : S . o -
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N4 (1) PREMIUM OFFER STRATEGY

Many advertisements directed to chlldren seek to increase interest in the
product by, promoting a premlum that accompanies the purchase This experiment
examines the ‘mpact of a premium offer by comparing a version of a Poptarts com-
mercial featurlng a "Milton Puzzle" premlum with a control version that omitted
the premium nortraval

Observednresponses. Table la shdws nc significant difference in attention
between the version of the advertisement with and without the premium offer.
Older children paid slightly.more attention to the commercial with no premium.
‘Irritation did not differ accordlng to treatment. Enjoyment was observed some-
what more often in the premium condition. Many more pos?tive verbalizations
about the product were expressed in the premium versién, although unrelated
comments were also more frequent‘In that condltlon.

Learning. Recall of the ‘product did not differ significantly between the
two treatments (Table 1b). Subjects viewing the puzzle offer were much more
likely than control Ss to cite premiums as a reason for gettlng Poptarts (6%
_vs. 1%), but the low rate of mention g.ndlcates that the premium factor was much
less salient than other product attributes. - Older Ss were-twice as likely as
younger Ss to refer to premiums after viewing the offer in the commercial (Table
lc) ., .

¢ o

Desire. Ss v1ew1ng tne commercial ‘featuring the premium wanted to eat Pop-
tarts somewhat more than those seeing the commercial without the offer; 83% vs.
72% said they would like to have the product "a lot" (Table 1b). . There was no
difference in actual intention to ask the mother to buy Poptarts. -Impact of the
premium on liking occurred mainly among the younger Ss; conversely, older child-
. ren were more affected on the asking .variable (Table lc)

Discussion. These findings suggest that promotion of a product with a pre-
mium has a modest advantage over the same message showxng the product alone.

. Children like the commercial somewhat more when a premlum is featured, and more
often say that they want the product:. However, the premium offer made no dif-
ference in‘intention to request the product, perhaps due to a realistic appraisal
~ of the mother's role‘in product decisions. :

-

(2) EXAGGERATED PRODUCT PERFORMANCE CLAIMS

In appea11ng to the child aud1ence, many toy advertisers teAd to make exag-.
gerated “or extravagant claims of the toy"s performance. While this may produce '
a greater desire to buy the product, it may also incredse the chance that the
child will be disappointed, frustrated and even indirectly stimulated to aggres-
- sion as a result of hxgh expectations that are not satisfied. Half of the sub- "
jects saw a modest version of a Blockhead commercial where a rather unimpressive
structure was constructed with the building blocks, while the others viewed the
same basic commercial featuring an extremelj’dlfflcult to achieve tower of blocks.

*

Observed responses. "The extravagant version of the commercial attracted much
greate? attention than the modest version among both older and younger Ss (Table’
2a). Irrltatlon with the commercial was detected somewhat more often when the .

i
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modest pile of blocks was presented; this difference occurred solely in the younger
subgroup. Enjoyment was alsblexpresSedAsomewhat more often in the modest treatment,
with the younger children again accounting for the difference. The pattern of ver-
ballzatlons was not substantially different between the two condltlons

Learning. There was cons1de“ably greater recall of the commercial among Ss
who viewed the modest version (Table 2b). Twice as many remembered the brand name .
of the product as those viewing the extravagant portrayal, a significant dlfference.
<
Expectatlons.4 Table 2b shows a mxxed pattern of expectations. While the Ss
exposed to the extravagant claim thought that the Blockhead toy would be slightly
. less fun to play with, they were somewhat more likely to estimate that they could
outperform, the actors in building.a tower; two thirds thought they could build a
higher tower. The older children were particularly likely to expect that the toy
would be fun in the modest condltlon, while the younger children were slightly
more .impressed by theuextravagant portrayal (Table 2c). The younger children
expected to build a higher tower, espetlally-those viewing the extravagant per-
formance.. The older children who saw the extravagant building tended to think .
that the1r tower would be lower. g

Aggressive behavior. The key dependent’variabiee involve forms of hostile,
behavior observed by the experimental assistants while the Ss played with the
blocks after the viewing was completed. Children who attempted to build impres-
sive structures were generally unsuccessful. In the extravagant condition, there
-was somewhat greater display of anger, verbal aggression and.physical aggression
(Table 2b). -Overall, 28% showed some hostility, significantly more than the 18%
rate among thgse who had watched the ‘modest version of the Blockheadﬂcommerc1al.
Both older and younger subgroups were moderately more aggressrve in the extrava-
gant conditior :

Discussion. The extravagant display of a-toy's performance led to more at-
tention to the commercial but less recall of the brand name. Viewers of the ex-
travagant version, particularly older children, were less likely to expect that
the building block toy would be fun; perhaps they were restraining their antici-
pation of enjoyment because of the d1ff1culty of matching the actors' success.
Nevertheless, most of the younger children v1ew1ng the extravagant version thought
they could outperform the actors; the older children were more conservative in
thls condition. . : . , .-

Apparently those in the modest performance treatment’ expected to achieve
‘their greater fun by means other than outdoing-the actors, since just over half
thought  they could build a tower higher than the small pile in the commercial.
The key factor seems to be the nature of the goal: the group in the extravagant
condition‘was seeking fun by building high and complex towers, while the other
group sought enjoyment from construct1ng~s1mpler structures with the blocks.

+ The difference in hostility expressed while actually playlng thh the blocks
may reflect this differential expectation frame. The group who had seen the ex-
aggerated high tower displayed more aggressive behavior than the children who had
been exposed to the modest version of the commercial. This provides somec evidence
supporting contentions that impossible expectations of achievement and enjoyment v

L4
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may be generated by extravagant portrayals of a pr6duct, which may cqntrlbute to
dissatisfaction and aggression when the child isn't able .to perform as success-
L ///fully as actors tn a commerc1a1 ‘ % -

4 IR (3) PROGRAM CHAKACTERS APPEARING IN COMMERCIALS L
‘ &, .
Many observers have questloned the practlce of ‘'using television program per-
formers in child-oriented: commercials, claiming that: young viewers might be unduly
: influenced by .entertainment characters with whom they identify. In particular,
K the NAB Television Code prohibits the prescntation of such advertisements within
‘ or contiguous to the program featyring the character. This experiment lnvestl-
gates the effectiveness of a Flintgtones "Pebbles" cereal advertisement in the
context of either a Flintstones cartoon or a Bugs Bunny“ cartooh. { Comparisons
are also drawn between conditions presenting the ad within the F1 ntstones car-
toon vs. outside the cartoon in a cluster of commerclals.
"o Observed responses.~~Tab1c 3a,’shows that Ss pa1d slxghtly more attention to-
the Flintstones cereal ad in the treatment where the Flintstones cartoon wad also
shown. Attention was significantly greater in the cluster than when the ad immé-
diately followed the first half of the cartoon. Irritation levels didn't ‘differ
by treatment. Slightly more enjoyment was cbserved when the commercial appeared
‘with the Flintstones cartoon; the conditions of greatest enjoyment were the com-
bination of the cluscer with the Flintstones cartoon. Verbalizations were ex- . .
preSsed to the same extent in each cartoon context. k ’ '

Learning. ' There was no difference in récall of the commercial between the

" two contextual conditions; most Ss did not spontaneously remember it (Table 3b).
When specifically asked if they saw the Flintstope characters eating cereal on ,

. the TV tape, significantly fewer could remember this in the condition featuring
the Flintstones cartoon. One-fourth of those who recalled seeing the Flintstones
eating cereal thought it was in the cartoon rather than in the commercial. Table
3c shows that it was primarily the young children who mistakenly perceived the
‘commercial as part of the cartoon. Those v1ew1ng the ad contiguous to the. .car-
toon were actually less 11kely to perceive’ the eatlng as part of the cartoon, *

compared to Ss viewing 1t in a‘cluster (Table.3d).
A}

4
.

Desire. In terms of eating preferences, Ss were s1gn1f1cantly more favor-
able toward "Pebbles" cereal when the ad appeared. on the same tape as tlie Flint-
stones ‘¢cartoon (Table 3b). This effect occurred excluslvely among the younger
Ss: almost ‘three-fourths wanted the cereal "a. lot" when viewing the ad in the.
‘context of the Flintstones cartoon, compared to 45% watch1ng it in the Bugs Bunny

 context. Similar differences were obtained on the measure of intention tO'ask
for the cereal in the food store. .

. . '\ ) )
% Among the Ss exposed to the Flintstones program, those viewing the commercial

in a cluster were somewhat more likely to desire the product than the Ss who- saw
the advertisement contiguous to the cartoon (Table ad). s

Discussion. The findings show that some chlldren, partlcularly the younger
ones, may have been confused about whether the cereal-eating was portrayed in -
the cartoon or the advertlsement. However, the more accurate labeling of the

. +,




2Ip
‘ ‘ i .
message as a commercial in the dispersed commercial stiucture indicates that the

-contiguity of program and advertisement is not a major. explanation. Perhaps the -
+ mere presentation of program characters in: their typical program setting during
a commerc1a1 1sﬂsuff1c5ent to mislead younger viewers.

' The impact on product desire was clearly greater when the commerc1a1 was
accompanled by the corresponding cartoon than when presented with an unrelated
cartoon. Tae slightly greater . impact in the clustered rather than dispersed
condition suggests that the nearby presence (rather than direct juxtaposition)
-of the program is sufficient to increase the effectiveness of a commercial fea-
turing program characters The combination of the program ‘and commercial stim-
‘ulates more interest in the product than the commercial in isolation, perhaps
due to the program relnforclng the child's 1liking for the characters thdt appear .
in the advertlsement . . :

& " (4) PERFORMERS RACIAL CHARACTERISTICS o

Whlle advertlsers havé increasingly presented mlnorlty children as performers ¢
in commercials, there is little systemat:.c ev:.dence concerning the impact of the
racial varlable on white and black child viewers. Half of the Ss saw a "Tumblebug"
‘toy cormercial featurlng whlte actors, and the other half saw the same scrlpt acted !'-
by black performers p . .

Observed responses There were no 1mportant overall d1fferences in response
" to the white vs. ‘black actors in terms of attention, irritatioen, enjoyment, and
verbalizations (Table ‘4a).  Older chlldren paid@ more attention and displayed more.
enjoyment when ‘viewing the white performer version of the commercial. The only
interaction by race ¢f-Ss was the non-slgnlflcaut tendency for white children to
be more attentive to white actors; in general whites and blacks ethblted simi-
lar patterns of response to the two versions of the ad

-

Learning.  There was somewhat greater recall of the TumbIebug commerc1a1 i

portraying the white actors (Table thlw_ﬂhlle_feufchlldren referred—tohrace~as*

- a reason for wantlng or not wantlng to buy fumblebug, two-thirds of the racial
references:. occurred in the black performer :condition; blaék Ss and older Ss were

twice as llkely to mention race as white-Ss (Table 9c and 9d). ~ When directly -

" -asked to describe the performers, only one of every eight Ss mentioned racial
characteristics: thlS occurred mostly in the black actor treatment and mostly

by the‘BIack\Ss.

. Desire. ‘Table 9b-shows that 80% 6 the viewers. in the white actor condition
chose to play with the Tdmﬁiebug ratHer than-the alternativé "Spill the Beans"
vtoy, compared to 73% in the condltton fedturing the black actors. There was no
major difference among the Whlte Ss, but blacks actually selected the toy more
often after seeing the whlte actors (TableWSdgq4—04der—Ss—werenmnﬂrmﬁﬁ@‘IiEeyy
to choose ‘the Tumblebug in the white performer\cdhdltJon ‘while the- younger Ss
dld not differ by treatment (Table 9c). . -

: 4
" : D1scusslon The ‘race of the performers playlng in the toy commercial did
not have a major 1nfluence on responses during viewing, nor did many Ss exhibit
- an awareness .of the race of the actors Nevertheless, children chose to play-
v ’ - . v K} -
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“with the Tumblebug somewhat more often in the white actor condition; this was due

to the clear tendency for black Ss to prefer the toy when demonstrated by the white

rather than black performers The preference for the toy'in the white actors con-
dition was restricted to the older age group. Younger children appear to be un-
affected by the race of the performers. ‘ ' 7

S

(5) RATIONAL MESSAGE STRATEGY ’ e

) -~

/- .

Most advertising directed at chi;dren shuns information-oriented rational
themes in favor of more "emotional" “appeals. The rational message strategy. em-
phasizes well-reasoned arguments.for selecting a product, such as the vitamin
content of a cereal; the emotional approach features such non-nutritional attri-
butes as the sweetness or fun of eating a cereal. In this experiment, one group
viewed a cereal commercial describing the four vitamin nutrients of the product,
while the others saw a typical version claiming that the cereal tasted good and
would help them to succeed in sports.

'Observed responses. Table 5a shows that attention was slightly greater for
the rational version of the commercial, mostly among older children. Irritation
was not observed to differ between the two conditions. ~ While enjoyment levels.
were identical overall, younger children tended to enjoy the emotional appeal
and older children enjoyed the rational appeal. The rational theme engendered
~more relevant verbalizations, both positive and negaxive.

Lea rning. The rate of recall of the commercial was -thie same in each treat-
ment (Table 5a). The Ss tended to-learn the content that was presented in the
version that they viewed: the Ss in the rational condition described the vita-
mins and the energy to perform in school, while those in the emotional condition
spoke of more generalized healthful benefits and the energy to perform in swimming.
Table 5b shows -that the older children were more likely to display specific knowl-

.edge from the commercial. _Although each treatment group was equally aware .that

. the cereal had lots of vitamins, Ss who saw the rational version could name con-

siderably more specific vitamins. Again, older Ss in the rational treatment

5

A

learned far more: ”57% identified all four vitamjns, compared to 15% of the
younger children. - ’

Desire. The rational theme produced slightly greater ‘desire for the product
in terms of liking ard intention to request it, although the différences were in-
.significant- (%able 5b). The older children were affected on the liking variable’,

~ while the younger children accounted for the difference on the intent variable.

Discussion.- These findings demonstrate that a rational message strategy can
be at least.as effective as a more conventional emotional approach 1n achieving
favorable responses from children. 1In addition, the informational content featured
in this type of advertising theme is readily learned by children, particularly
the older ones. This evidence indicates that substantive attributes of a prod-
uct, such as the vitamig qualities of cereal, can contribute to young Viewers'
knowledge and still persuade them to want the project.
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(6) LEARNING ABOUT LITTERING FROM T

A variety of public service announcements dealing with littering, smoking, .
nutrition and seatbelts are shown during children's TV viewing hours. This ex-
perlment examines the effects of exposure to one such advertisement: the anti-.
pollution message featuring an Indian who.is saddened by litter and industrial
wastes. One groyp viewed the PSA and a control group v1ewed an unrelated com-
merc1a1 in this tlme slot.

' Observed responses. Slnce the experlment did not manlpulate ‘two versions
of this partlcular message, explicit comparlsons during viewing are not feasible.
Rather than examine the response variables in isolation, the average response to
all other commercials are used for comparative purposes. - Table 6a: -shows that the
attention level was somewhat lower than for other advertisements in' both age groups.
Somewhat greater than average irritation was dlsplayed at both age levels. Enjoz-
ment was slightly lower than average for both younger ‘and older children. .Verbali-
zations relevant to the message were observed twice as often as for other commer-
clals, as 20% of the Ss were stlmulated to discuss the PSA . "

- Learning. Most children in the exposed group correctly explalned the theme
.'of the Indian PSA (Table 6b), with 76% of the younger Ss and 98% of the older Ss
. explaining why:the Indian was saddened (Table 6c)._ X

.

T ek, .

Attitude. The exposed group -evidenced slightiy greiter concern about the
littering problem, although most children in each experimental condition thought
that it was "really important" ‘for people to stop littering. There was no inter-
action by age level. _ . . L
-Behavior. After the viewing session, all Ss were offered a piece of wrapped
candy and their disposal of the wrapper was unobtrusively- observed by the experi-
mental assistants. Table 6b indicates that the children who viewed-the littering
announcement were significantly less likely to litter the experimental room than
the non-exposed Ss. Among viewers, 25% put the wrapper in the waste basket and
2% threw it on the floor; 19% of the non-exposed Ss disposed of the wrapper -in
the basket and 11% littered the floor. The jyounger children were clearly most
influenced, as the differential between exposed and non-exposed on these two
behaviors was about-triple‘ghat of the older subgroup (Table Sc);
. .
Discussion. This experiment demonstrates that a typ1ca1 publlc service an-
. nouncement can be effective in shaping the everyday behavior of children. Although
this was a familiar message repeatedly presented on Saturday mornings, the additional
exposure was apparently sufficient to remind the children not to litter. The short-
. run behav1ora1 effect was more pronounced than the impact on the more basic anti- -
pollution attitude; a ce111ng effect may also have been operating on this attitudinal
variable. . The lack of attentlon and higher level of irritation may bé traced to the
frequent amount of prev1ous viewing of the message. In- sum, these findings suggest
‘thap repeated presentation of this type of PSA may serve as a constant reminder of
, proper behavior, espec1a11y for young children who may occagionally fonget to be-
" have appropriately. :
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~ (7) CONSEQUENCES OF MEDICINE ADVERTISING

Some critics have expressed concern that young viewérs who see commercials
for non-prescription pain reliever drugs may suffer adverse psychological effects.
To test the implications of such medicine advertising, half of the Ss were ghown
a,conventional ad for Dristan decongestant tablets, while the remalnlng Ss formed

©a control group not exposed to any message relat1ng to th1s ‘topic.

i
\ *  Observed responses Compared to attentlon patterns for all other commercials,
SS‘pald substantially less attention to this Dristan commercial, with’ younger child-

| ren espec1ally inattentive ZTable 7a) Observers noted considerably more irritation .

' with the commercial than the average ad especially within the younger subgroup
vEnlozment was somewhat less evident than usual, with the younger Ss again reacting.
\most hegatively. Relevant verballzatlons were almost nonexistent, as only 1% of
the Ss talked about the commercxal - R

‘ Intentions. In the post-viewing interviews, twice as many exposed as non-
prosed Ss. said they would take a pill to combat a stuffed-up nose; exposed Ss
specifically mentioned Dristan by a 5% to 2% margin over the control group (Table
7b). .Conversely, just 1% of the exposed group vs. 6% of the control group said
tiiey would rest or stay home if they became sick.” The older Ss were somewhat
-more affected by the medicin~ commercial: 20% .indicated they tould take a p111,

\‘\\,whlle 9% of the younger subgroup gave this reply (Table 7c).

\ Perceptlons. Table 7% describes the results on: four perceptual varlables ,
relating to the speed and efficacy of medlclne frequency of societal illness,
and the speed of general problem-solvlng There was no difference in perceptions
of the speed of.pain relief provided by medicine. The exposed children perceived
that: people are sick slightly more frequently than the non-exposed children, es-
peclally in the older subgroup (Table 7c). There was a slight tendency for those

* viewing the Dristan commercial to feel that. advertised medicines were effective,
wit thls effect confined to the younger age group. There was actually a mild !
ten ency for the control group to feel that they can solve problems faster than

¢ _the exposed group, especially among older Ss.

, Discusslon This set of findings suggests that viewership" of med1c1ne ad-
, vert slng may make children more oriented toward use of pills for pain relief,

- and erhaps more cons~ious of physical illness occurring around them. 1In both
‘cases, older children appear to be pr1mar11y susceptible to influence. There
are no 1nd1cat1ons that this impact is generalized to a perception that pllls
will make a person feel better faster, or that problems in general can be qulckly
solved. 3ne result indicates that younger children may be persuaded to believe
that adveritised medicines are helpful for illness. This type of. adult-orlented
medlﬁine aavertlslng may not be very popular with child audiences, since the.
obse vatlonal results showed that this commercial attracted the least attention
and commentary while. stlmulatlng the greatest irritation, part1cu1ar1y in the

younger agq group
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) » _ (8) PRODUCT ACCESSORY DISCLAIMERS

Although advertisers are required by code to "disclose ‘which toy accessories
are not included in the basic purchase, they often:seek to de-emphasize this dis-
claimer because it may 1mpede the message impact. This study sought to determine
how two disclaimer techniques affected children's learning about the -accessory and
. their desire for the product. In one condition a video-only disclaime:r of 'batter-
ies not included" was superlmposed dur1ng Mattel Vertibird commercial, while the
other condition featured an audio volce-over announcement of "batteries not included" .
in addition to the visual message.

Observed responses. In Table 8a attention levels wére greater in the video-

' only disclaimer commercial than the audlo&v1deo version to a nearly significant degree.
This was particularly true for oldér children, where the difference was significant.
Irritation was slightly higher in the audio-video condltlon, and enjoyment was slight-,
ly higher in the video-only treatment. Substantially more relevant and irrelevant
Verbalizations were recorded in the audio-video condition, both. p051t1ve and negative,
Tt should be polnted out that since the audio disclaimer occurred near the end of the
half-minute commercial, the opportunxty to observe responses due to this man&pulation

-was quite-limited. . : S

- Learning. There was little dlfference between the two treatments on reaall -
of the Vertibird commerc1a1, as shown in Table 8b.~ When asked what isn't included
when' the product is purchased, Ss were more than twice ‘as.likely to spontaneously
mentlon "batterles" after hearing the audio-video disclaimer. Older Ss learned
this 1pformatlon to'a ‘much greater extent than younger Ss in each condition, with
no significant age interaction (Table 8c). A follow-up question, asked of those

who mentioned that batteries weren't included, indicated that hearing the state-
ment was much more influential, than seelng it for Ss in the audio-visual condi-.
tion Only 5% of all v1deo-on1y Ss reported read1ng the statement, and these
were all older children. ‘

-

Desire. Those in the video-only condition were significantly more likely to
want to get the Vertibird toy, with 14% more 'Ss saying they wanted it "a lot" than
'1n the audio-video condltlon This difference held for both age groups.

D1scuss1on The results show that the 1nc1uslon of an apdio as well as video
"~ disclaimer in'a commercial, tends 'to reduce the persuasive effectiveness of the
message. The visual disclaimer regarding a non-included product accessory was
percelved by few- chlldren, while the audio statement substantially improved learn-
ing of the disclosure.: Thus, the use of an audio disclaimer is much more likely
to inform viewers of the need for batteries, :nd this factor apparently dampens-
their desire to obtain,the product.

(9) CLUSTERED Vs. DISPERSED STRUCTURE OF PRESﬁNTATION b "
Television commercials are currently presented in sets of two or three commer-
cials at several points during a program. This dispersed structure is assumed to
maximize message impact in terms of attention, information gain, .and persuasion.
Some” observers have. suggested that children's commercials should be "bunched" or’
"clustered" at either the beginning or end of a program to reduce Pprogram dis-
ruption and advert1s1ng intrusiveness. In this manipulation, one group viewed
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seven, commercials clustercd together, while the other groﬁp saw the ads scattered
throughout thc¢ program, tepe in four different positions. The impact of structure
on responses to toth thv Commerelals apd nrcgrammlng were measured .
Observed responses:"Table 9a presents the responses of the children while
viewing the .udv¢rtising, with the statistics averaged acrdss tlie seven commercial
slots on each stirmulus tzpe. The atteniion level was somewhat higher in the
clustered condition; when +he seven ads were sunmad together, the overall Aiffer-
ence achieved signifiecuce. Ircitacion was approximately equal in each treatment.
Enjoyment was slightly greater 1 for thc clustered presentation, as younger children

tended to enjoy this nirueture while older chlldren enjoyed the dispersed structure

slightly more T . mmount and direction of verbalizations were equivalent in each .
condition. © An incorview quostion asking Ss how much “they. liked the commercials
showed 2 very wlight udventage for the clustered condltlon especially among
younger Ss {Tabie Sb end 9a). ' B

- - - . - . - s \q.‘ ' .
More detamled analyses from earlier to later advertising slots on the stimulus

tapes allow an essessient of the relative effectiveness throughout the lengthy

ciuster. The conventional d ispersed structure can serve as a standard of compar-
ison, since the specific gualities of commercials apoearlng in various slots con-
tribute importantly to £ho vesponses. The set of findings for attention indicate
that the advantage for*,ne ciustered condition was fairly constant throughout the

sequence. of commercicls; “thgre was only a slight tendency for relative attention to

fall toward tne end'of the cluster (see continuation of Table 9a). The pattern
of differenczsg betvicen the two conHitions is approximately the same for older and
younger age groups, ror Iiiitation, the trend data indicates that children Were
relatively less 1rﬂltated by the commercials presented at the end of the cluster
than the correspording ads' in the dispersed structure. Enjoyment levels were.
fairly similar botucen the two conditions from early to late slots, with a vary
slight tendency for alustered ads in the iast two -slots to be' relatlvely more en-
joyed than thosa in uoe fsrst two slots, compared to the d1sPersed treatment.

a
>

o Learnlrg Tlern was. a very sllght tendency for Ss to display greater recall
of a ngen scrmeceial in the dispersed condition than the clustered condition J
(Table 9b) This teundeney as a bit stronger for the later commercials in the

~sequence; ihe ¢és in the Tirst thvee siots were remembered avnut equally well in

each treatuwent, while thz latier four messages were more often remembered in the
dispersed structuve condition. There was little differential recall by age
(Table Sc). B ' ' :

"Eignt speecifie ttems neasurlng learning from various commerc1als are present-
ed in Table 9:. Tn each case, the Ss in the clustered condition gained as much
or more informiiion Lrel 5o viewing the dispersed presentation. There was essen-
tially no differcice in mention of premiums, knowledge of vitamins, and mention
of Dristan. These viewing the clusterei ads were somewhat more able to describe”
the acTors in thz Tumhlebuz commercial, to know why the Indian was sad about
pollutlon, and weptilon that betteries are not included with Vertibird. on’ six

"of the eight items in Table 9¢, the younger Ss learned slightly more in the

clustered tharn the dispzrsed conditoon; no differences were obtained for the
older Ss. : . + ,
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Desire. Five items assessed the preference for various cereals or toys shown’
in the commercials. In no case was a product more often preferred when presented
in the dispersed treatment, although none of the difference reach statistical

'51gn1f1cance (Table 9b). .0On the average, 61% of the Ss in the clustered condition
expressed desire, compared to 58% in the dispersed-condition. For the younger Ss,
there was a negligible average difference of 63% vs. 62%. The desires of older
Ss were more influenced by the clustered by an average 59% to 53% margin (Table 9c).

D1scuss1on " The children's responses whlle viewing clustered vs. dlspersed v
commercials were not substant;ally different; indeed, attention was higher in the
clustered condition. _Moreover, there was nc 81gn1f1cant tendency for these respon-
ses to deteriorate from the earlier to the later ads within the cluster. There were
no important age differences in response. These'findings indicate that clustering
does not produce unfavorable consequences in terms of attentlon,llrrltatlon, en-

. joyment or talking. :

The post-viewing interviews showed that patterns of lzarning from the commer-
cials were not 31gn1f1cantly affected by the structure of presentatlon ‘While chil-
dren were slightly less able to recall the later commercials in the cluster sequence,
acquisition of content information did not differ for older children and the younger
children tended to learm more in the clustered condition. Preference for the ad-
vertised products was slightly greater in the clustered treatment, especially for
older children. Thus, the clustering of commercials does not inhibit information .
gain or desire for the products; the evidence actually indicates slightly greater
effects when commercials are presented in a clustered rather than‘dispersed-structure.

o It must be noted that the generallzab111+y of these f1nd1ngs is somewhat
limited by the artificiality of the laboratory setting. Viewérs did not have‘the
range of alternative activities to pursue if the commercials proved uninteresting;

- the constrairis in this situation may have forced children to attend more closely:
than in the home environment. Therefore, reactions to clustered commerc’ ..s in a
naturalistic setting may not be so favorable, as children might lose interest and -
discontinue vieving. Nevertheless, the structuring of commerclals in large clus-
ters does not appear to 11m1t advertlslng effectiveness in this study ~

.

_ Observed respons2s to programming. This experiment also investigated the con-
sequences of presentat10na1 structure for responses to the.cartoons that were shown-
on the stimulus tape They key measures were 30-second observations of attentlon,

. irritation, and enjoyment recorded at three points-in the program: (1) midway
through the first Bugs Bunny cartoon or first half of the Flintstones cartdon; (2):
at the beginning of the second Bugs Bunny cartoon or second half of the Fllntstones
_cartoon, immediately following the commercial break in the dispersed condition; and
"(3) midway through the' second Bugs Bunny cartoon or second half of the Flintstones
‘cartoon. '

Table 9d presents the results for attention. Overall, there was no: differnece
in level of attention to the programming. Sllghtly more attention to the, Flint-
stones was observed in the dispersed condition, while -attention to”Bugs Bunny was
somewhat greater in the clustered condition. Three-fourths of the Ss viewing the
dispersed structure attained eye.contact with the cartoon programming immediately
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~§§ it resumed after the break those in the clustered condition fiked attention on
" the corresponding cartoon segmenta at a slightly faster rate when the ads did not
1ntervene

Displays of irritation with the program .did not differ according to the adver-
‘tising structure (see continuation 6f Table 9d). The only exception was the rela-
tively higher rate of irritation for Ss 1n the dispersed treatment during the first
section of Flintstones cartoon. . - -

Observed,enjoyment of the cartoons was slightly greater in the clustered for-

. mat. This difference was due primarily to the more favorable response to the unin-

terrupted Flintstones cartoon. In particular, significantly more enjoyment was ex-
- pressed during the beginning of the Second half of the Flintstones when it immedi-
ately followed the first half than when it was separated by several commercials.
Coders judged that 29% displayed enjoyment during the key segment in the %nbroken
format, '‘compared to 11% in the interrupted format

All forms of verbalizations were displayed more frequently in the clustered
condition.” However, most comments were unrelated to ‘the program 1tself

it

Learning from programming.' Ss who watched the Flintstones cartoon were asked
to recall the basic plot to determine whether cognitive processing of the content
was inhibited by the advertising 1ntcrruptions in the dispersed condition. Table
'9e shows that their description of the main character's actgv1t1es was slightly
more complete and accurate in the dispersed treatment. This was due to the tendency
for older Ss to learn more when the program was broken by commercials; the younger
Ss displayed greater recall in the clustered condition.

Liking for programming. Ss were asked to rate how much they liked the cartoon
programming that was shown. The vast majority .said they liked the show "a lot,'
with a mildly higher rate of enjoyment reported in the dispersed condition. Respon-
ses of the younger Ss didn't differ by experimental treatment; the older Ss liked
the cartoon significantly more in the dispersed than the clustered kresentation.
) . Program discussion. The basic Dattern of findings yields only minor differences
in programming response between the clustered and dispersed advertising formats. The
presumed benefits of running program material without commercial interruption were
not -demonstrated in this experiment. While negative consequences might not be an-
ticipated in the case of the two unconnected Bugs Bunny cartoons, the general lack
'~ of difference in response to the interconnected continuous-plot Flintstones cartoon
is noteworthy. Despite the advertising break midway through the plot, children
‘actually paid slightly greater-attention and displayed greater comprehens1on of the
content in the dispersed Flintstones condition. ' The stronger expression of enjoyment
while viewing the second half of the unbroken Flintstones cartoon was not reflected
in the overall post-viewing evaluations, so the impact on this variable is unclear.

One likely explanation for the lack of difference involves the socialization of
“children to the conventional structureof advertising presentations in this country.
Perhaps children become' accustomed to processing programming in fairly short portions.
between commercial breaks; thus they obtain enjoyment and knowledge regardless of
the advert1s1ng that may be embedded in the program. .There is suggestive evidence

+
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that. this capacity ic learmed ‘throughout childhood: older childfen in.late elemen-
tary schopl wer: substantially more likely to enjoy and comprehend the programming
in the dis peraeu cond.tion, Jhile the youngar children were affected in a contrast-
ing manner on the ¢c;:andg measure and unafiected on the liking™ meédsure.— -Therefore,
it appears that ‘cehiidren. d» adjust to the presert system of presenting advertising
within programs and can rcadlxy cope with the 1nterrupted program format.

>

- (3.0) RESPONSES TO COMMERCIALS BY AGE AND RACE «r
In the various®cxpewviments, age and race have been considered only as inter-

action variables that coibine with the tieatiment variables to produce differential
effects. These two chill cheracteristics can also be examined as independent’ .
variables that have dircct zffects on how viewers respond to the experimental adver-
tisments. Such analyses providc an asseszment of how wiewing rcsponses .and learning
from commercials differ between older and younger Ss, and between white and black Ss.
These variables will be assessed across the elght different contént manlpulatlons

to determlne uncwrlylng patt erne fcr ali comm=rc1als viewed.

- Obeerwed responses. Table lOa shows thag older children paid SLgnlflcantly
more atte1tlon Then younger children. The quaruor-pOLnt difference on the five-
point scale was 1emarkably comsistént across the various commercials; but is not siz-
able. White ﬂjullfyﬂ gave couriderably more attention to the ads than black chil-"
dren, scoring morc than one-third of a point higher on the average. Irritation was
dlsplaycd much meore by the younger Ss: ,Zg%-evidenced irritation to the average com-
mercial, compared tu 16% of the older Ss. Black Ss exhibited slightly more irrita-
tion than whites, Lut the differencs was non-significant. On enjoyment of the
advertisni:nts, tiners were nc differneces by age or race. Although there was vari-
ation in vespunse ic sp2cific ads, the-average enjoyment levels were nearly the same
among the subgrcups. Thore 4as a llght but significant tendency for younger chil-
dren and black children tr express relevant vex:allzatlons during the-commerc1als.

) LcernlnF In table 10L, the flrst set of findings show that older children
vere far more likely to wrecall the products advertised in the commercials; on the
average. 25% of the oldew Cs vs. '13% of the younger Ss could recall a brand name with
or‘without pr*binu Thuoe was & wodest endency for whites ‘to rememberr the ads more

often than bin ~}s, uwith an overege 18% vs. 4% dirference in brand recall.

-

There  ave r1th ity weasuring conteni-related learning of advertising stimuli

listed in Table 10b. Awons these viewing the Poptarts ad with a premium, the older

- 8s and white 35 scmewhat wore oi it wenitloned the premium as a reason for wanting
the. produ;;.’ Ou the Tumklcbug commaoc;al, older and younger groups did not differ.
on racially-bawed discritions i the actors, but older chiidien were more able to
describc thz aiz . T otler torws. Semidhat more black thar vhite St veferred to
race, but 'the svercll 1l.vel of uescvlytlcn do=s ‘not differ. Older children were
slightly ‘movs Jikely wo Juow *hat I'vod Club Frosted Flakes had vitamins, and far
more ll'elj to T #akan which vitzming were in the vational version of the commer-
cial: +hrec-quavicrs could nsme at least oae vitamin, compared to one-~quarter of the
younger Ss. DBlacks aul whiver displayed equal, awvareness of the presence of vitamins,
but the whites ware - L mire abl: to name all four specific vitamins. Older dnd
-white viewsws ur tho cat!’ uO;lbt¢Qn PSA gave correct explanatlons about the anti-
pollution Indian sunnwtal

cial were almost twise as likely to cite pills and med1c1ne;(1nclud1ng Dristan) as

Qo ' - .\?\?\3'~
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aove often. Qlder and white vieweirs of the Dristan commer-
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their anticipated response to a stuffed-up nose. ‘Finally, the older and white groups .

were much more cognizant of the non-inclusion of batteries with a purchase of Ver-- >
- tibird. The older Ss were the only ones to recall reading the disclaimer on the

screen. ’ : :

An overall assessment of learning can be calculated by averaging the correct
or. advertising-appropriite responses across the eight items. The trend apparent in
the item-by-item analysis becomes clear: older children scored an average of 63%
and younger children scored 42%; white children learned somewhat more than black
children by an average 54% to 47% margin. o ST

Desire. Verbal expressions of desire for four products were elicited after -
viewing the commercials. The younger Ss expressed more preference for Pebbles Cereal,
~ Food Club Frosted Flakes and Vertibird, as did the black Ss. Poptarts were.more @ .
desired.by the older and white Ss. On the average, 59% of the younger vs. 50% of .
the older Ss wanted an advertised product; a similar 58% vs. 50% differepce occurred
between the ‘black and white Ss. . S F':

L N
Discussion. These findings indicate considerable differences in the manner that
older and younger children react to'televisibu,advertising. The older children be-
tween the ages of 8 and 10 paid someyhat more attentior to.commercials under these
controlled conditions, focusing on the screen for perhapstwo seconds longer on each
half-minute message. The younger children between the ages of 3 and 7 (most subjects
were in the upper half of this age fangezjdisplayed much more irritation while view- .
ing the commercials. . - E ; : :
Clearly the older children acquired.substéhtially more information from ex- °
;i+ posure to commercials: they were more than twide as likely to recall the brands ad-
 vertised, and were hélfﬁgggig_mggg;;ikglymtc-pnevide adequate descriptions of key
ments-presented In the commercials. On the other hand, desire for the advestised
products was somewhat greater in the younger group, although this tendency may have
reflected inherent preference for the types of products studied rather than “adver-
tising impact. . ‘ ' c v

. Thus the child's level of cognitive development, as‘represégted by age, appears
to be a key variable in:the processes of intentional and incidental learning from
commercials. Older children have a more sophisticated ability. for processing,

" 'structuring and storing incoming information. Younger childrer have less firmly

established preferences, and are more susceptible to creation of new affective orien- =
tations or change of weakly formed views.,This may partially explain why the younger
viewers expressed moré desire for- the. advertised products than the older ones.
; ] . .
‘ There are also significant differences between white and black chiliren, although
- the magnitude of difference is modest. Whites paid much more attention to the
commercials, averaging two-to-three seconds more eye contact per message. ‘Irrita-
tion and enjoyment levels were about the same for each group, while blacks talked
slightly more about the ads. : . '

<

) On most of the cognitive variables, whites appear to have learned somewhat more
than blacks. There was an average 4 percentage point spread betw:en the 'two groups -
on recall of advertised brands and an average 7% differerice on information acquisition
from the messages. This pattern of findings can be partially accounted for by two
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factors: the-mild sam ling bias such that black subjects were disp£856r£§3§$€€1§
r ag

represented in the younge Whilé‘ﬂgifgffignded to be older; and the
sociological tendency for black subjects to com inner-city working class back-
grounds éhiie whites tenq/to be from middle-class sugaiggg‘ﬁéighbbrheodg;\\\ .
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' TUMBLEBUG AD -= - WHITE ACTORS

FIGURE l

MANIPULATED COMPOSITIOI)‘ OF ADVERTISING-UEWS STINULUS TAPES

-

_TAPE ONE
INTRODUCTION TO FLINTSTONES PROGRAH—
"POP TARTS AD - WITH PREMIUGH
' BLOGKHEAD AD - EX?RAVAGEMT CLALi:
FLINTSTONES PROGRAH -- FIRST HALF
FLINTSTONES CEREAL AD
TUHBLEBUG AD -~ HHITE ACTORS :
FROSTED FLAKES AD -- RATIONAL THELE
PLINTSTONESlPROGRAHﬂ—- szconn HALF
DRISTAN DECONGESTANT AD
INTRODUCTION TO NEWS-SPY'STORY
VERTIBIRD AD -- VIDEO DISCLATER

IN THE NEWS -- ORIGINAL SCRIPT

T \PE THREE
INTRODUCTION TO NEWS -- QUINTS STORY
VERTiBIRD-AD -~ VIDEO DISCLAI!ER

2

IN THE NEWS -- SIHPLIFIEDlSCRIPT

INTRODUCTION TO FLINTSTONES PROGRAu )

POP TARTS AD -- WITH PREMIUM
BLOCKHEAD AD -- EXTRAVAGENT CLAIM

PLINTSTONES PROGRMJ -- FIRST HALF

3

3

FLINTSTONES CEREAL AD
T
. FROSTED FLAKES AD -- RATIONAL THEME

FLINTSTONES PROGRAM -- SECOND FALF

\ :
DRISTAN DECONGESTANT AD

Q

- | TAPE THb -
INTRODUCTION T0 BUGS BUNNY PROGRAI
N \\- . ’
' POP TARTS AD == WITHOUT PREMIUII .
BLOCKHEAD AD -- HODEST cLaTH
BUGS BUNNY PROGRAI -- FIRST CARTOON
FLINTSTONES CEREAL ap
TUMBLEBUG AD -- BLACK ACTORS |
. FROSTED FLAKES AD - EMOTIONAL THEME
:  BUGS BUNNY PRBGRﬂM.-- SECGND CARTOON
INDIAN ANTI—POLLUTIdN AD o
INTRODUCTION TO NEWS-SPY STORY .
VERTIBIRD AD -- AUDIO/VIDEO BISCLATMER

IN THE NEWS ~- SIHPLIFIED SCRIPT

'TAPE FOUR )
INTRODUCTION TO NEWS - QUINTS® STORY
VERTIBITD AD - AUDIO/VIDEO DISCLAIMER
IN THE NEWS -- ORIGINAL SCRIPT .
INTRODUCION TO BUGS  BUMNY PROGRAH -

POP TARTS AD -- WITHOUT PREHIUN

BLOCKHEAD AD -- ¢IIODEST“;CLAIII

BUGS BUNNY PROGRA!l! -- FIRST CARTOON

FLINTSTONES CEREAL AD
TUMBLEBUG AD -~ BLACK ACTORS

‘ FROSTED FLAKES AD -- - EHOTIONAL THENE
BUGS BUNNY PROGRAI -- SECOND CARTOON‘ -

INDIAN ANTI -POLLUTION AD
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. TAPE FIVE
INTRODUCTION.TO FLINTSTONES PROGRAH
FLINTSTONES PROGRAI -~ FIRST HALF
FLINTSTONES PROGRAI -- SECOND HALF
POP TARTS AD -- WITH PREMIU
:BLOCKHEAD'AD -- EXTRAVAGENT CLATII
FLINTSTONES "CEREAL AD o
TUHBLEBUG AD -~ WHITE ACTORS '
'FROSTED FLAKES 4D -~ RATIONAL THEME
DRISTAN DEédNGESTANT AD
VERTIBIRD AD -- VIDEO DISCLAIhER
INTRODUCTION TO NEWS-SPY STORY

IN THE NEVS -- ORIGINAL SCRIPT

TAPE SEVEN

FIGURE .1 (CONTINUED) s

INTRODUCTION TO NEWS ~-- QUINTS STORY

IN THE NEWS -- SIUPLIFIED SCRIPT
INTRODUCTION TO FLINTSTONES PROGRAN

fOP TARTS AD -- WITH PRELIUM

A

BLOCKHEAD AD ~-- EXTRAVAGENT CLAIi! .

FLINTSTONES CEREAL AD
 TUMBLEBUG AD -~ WHITE ACTORS

FROSTED FLAKES AD --- RATIONAL THEHE

- DRISTAN DECONGESTENT AD

VERTIBIRD AD -- VIDEO DISCLAIHER
" FLINTSTONES PROGRAI{ -- FIRST HALF

FLINTSTONES PROGRAH -- SECOND HALF

[Kc a

wll Toxt Provided by ERIC ——

4

TAPE SIX

L=

INTRODUCTION TO BUGS BUNNY PROGRAM
e

BUGS BUNNY PROGRAM ~-- FIRST CARTOON

- BUGS BUMMY PROGRAI -- SECOIL CARTOON

POP TARTS AD -- WITHOUT ?REM;UM *
BLOCKHEAD_AD'-- HIODEST CLAIN
'FLINTSTONES CEREAL AD

TUUBLEBUG AD -- BLAéK ACTORé ‘
FROSTED FLAKES Ab'--‘EMOTIONAL THEHEA

INDIAN=ANTI-POLLUTION AD -

VERTIBIRD AD -- AUDIO/VIDEO DISCLAIMER

INTRODUCTION TO NEWS%SPY‘STORY

IN THE NEWS -- SIMPLIFIED SCRIPT ’
o " , . ‘

- - TAPE EIGHT

 INTRODUCTION TO NEWS -~  QUINTS ‘STORY

(M THE NEWS -- ORIGINALlSiRIPT K
INTRODUCTION TO.BUGS BUNNY PROGRAH

POP TARTS AD -- winOUT PRENIUN
BLOCKHEAD AD -- MODEST CLAILI ‘
FLINTSTONES CEREAL AD

“TUNBLEBUG AD --’BLAcx ACTORS

FROSTED FLAKES AD -- EMOTIONAL THENE
INDIAN ANTI-POLLUTION AD

VERTIBIRD AD -~ AUDIO/VIDEO DISCLAIMER
BUGS BUNNY PROGRAN -- FIRST CARTOON

BUGS BUNHY PROGRAH -- SECOND CARTOON

T
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* DISPERSED
STRUCTURE _
VERSION A -

CARTOON INTRO

.

AD #1

-

CAD #2

{
i w

CARTOON '

| aD #3

"~ AD #4

- AD#5

CARTOON

..

AD #6

" | NEWS INTRO

o

AD #7

NEWS '

’

o : .

. FIGURE 2 °

“

GRAPHIC DISPLAY OF STRUCTURAL MANIPULATION.

-

: CLUSTRRED - . DISPERSED - CLUSTERED -
STRUCTURE STRUCTURE STRUCTURE -
VERSION A VERSION B ' VERSION B” ~ |

CARTOON INTRO : NEWS INTRO NEWs ivtro |
‘ ) - \ s L < 2‘1 '

' AD 2 owE |-
NEWS |cARTOON_INTRO,
CARTOON INTRO | o AD #1°
AD #2 @ " AD'#2
. “AD #3 2 AD #F
D{%‘v;j ¥ ’ 7
s "~ C; . én - 5
CARTOON , ’v-?';t- ,(AD #5 .
K R R e -
o e |5 CARTOON . AD #6 -
. ' =
S I AD #7
N\
\;AD #u ' ¥ A4
. . © AD #5 -
AD #1° AD #6 . ;
AD #2 | :
" #3 . ‘CARTOON
2D #u4 o : ’
CARTOON *
AD #5 :
AD #6
AD #7 . . ,
NEWS INTRO v o
NEWS AD #7
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FIGURE 3 -- CARTOON MANIPULATION
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FIGURE 5.-- PRODUCT PERFORMANCE CLAIM MANIPULATION
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FIGURE 7 -- RATIONAL-EMOTIONAL THEME MANIPULATION
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' FIGURE' 8 -- NONPRESCRIPTION DRUG MANIPULATION
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51 ‘ Sy ' FlG. 1% Verbalizations 3;4 ' é 2
S : S , : - Su\ 8 om T
Sex Ape _ Sex Age-_ Product/?rograml Delivery UR £ 3 E
Race SES __ __ .|HRace _ SES , —— — - 8 v By
: - ' — - - * Sk o -
Show number __ --Coder _ . - - o * 0 « ‘F'_ " g
- Poptarts )
Blockhead » -
Flintstones - Part 1, 3rd ninute-
Begin: "Yabadaba do, lets get this'
End: "Flifht no. ore cleared!: g
Flintstones cereal. I D N
' I DN ’ '
Tumblebﬁg
Frosted Flakes o - - "~
Flintstones - v 2, lst 30 sec. . , ' : v - .
51 ’ sec. ’ : ' =
' 52 ~ sec. '
Flintstones = Part 2, 3rdminute |
Begin:"Gee, thanks Barney! ‘
End:'"Hang on Barney" . . ' L
Dristan drug I D N
’ I D NI
" News =:Spy story = introduction ' - »
-/ - - .
Mattell Vertibind :
. \
News - first 30.sec.: g
News‘- second 30 sec.. | ' . ’ i |-
‘Begin: "A famous American spy"
. \‘l - SR
E[{l(}- third 30 sec. 2
amgerm ny "The CTA works on | .. J y a3
T ‘ S
- .




- FIGURE 13

.Sub;ject name:

Sex: Race: . Ages

. PRTTEN 'i*.:”.'.'.‘-\‘
Scheol: Shew number:

1. First, we want to find out-bOW'&upb yeu liked watching this TV sh’w,'

a. Did ysu like the cartesn(s)? IF YES: Did you like it a ‘little bit or alet?

N

Ne A'little . Alst

b. Did you like the news story? IF YES. D1d you like it a little bit or aJ,pt?

Ne A little - Alet -~ - .

€. Did you like the @emmercials? IF YES' Did you llke them a little bit. or a}.t?

s

Ne  Alittle  fiet N )

- -iome roy 7 \

2, What did yeu think akeut the news sterysef the Spy Jehn Dewney? \

Tt

”

-~

3. If there was gomg to be anether news .Stery abeut spya on TV thig Saturday,

would you wateh 1t?
Yes - e

‘U What 'does a spy *de?

o

e ——e

‘Se Why did President N¥xen ask that John Dewney be let go from prison?

Cerrect Incorrect/Don't, know

6,'Hew leng was he in prison? IF DON'T KNOW: Was it 2 years or 21 years?
. N 'KX d AN

7o I'm going to read three names. Tell we which one was also a famous American spys

Rudolf Abel Francis Gary Pewers Chou-en-lai

«:) ‘} .:,?e ")’ T) - '

~ e n2 yeyars" "2l years" still don't knew °




8. In the news story, they talked about the OIa. What is the CIA.... what

does 1t do°

\

. Can you tell me what quintuplets (qulnts) are?. IF DON T KNOW- It meaqs that a
mother has lots of bavies at the
correct incorrect , ‘same. tlme. How many babies make
: qulnts?

? 1 23}456 8+

10. What did you think about -the news story of the little kids? /.

. : | [ e

11, Wan you tell me what quintuplets (quints) are? IF DUN'T KNOW: It means that a
: A mother has lots pf babies at the

correct . incorrect

%

> same time. How/many babies
— . N ) makequints? ]
. | I ?123h/5678+
12..When qulnts are born, why is it S0 hard for them to live? /
co;rect . incorrect /

T

13, How olq‘ére fhe Kienast quints now?
_correct incorregt

1lhe In the story, friends were helping the Kienasts build a bigger house,
: Why were.they building a:bigger house? :
correct ‘ ithcorrect
15. You saw a news story abputrqulnts. If there was. going to be a news story
about spys on TV this Satusday, would you wdtch it?
yes 'no
16, Can you tell me -- what does a spy de?

SN 72
-, u 13 v




v -

17, What things did they want you to buy in the TV commercials you saw?
B PROBE: Did you see any (other) ads about things to eat for breakfast?

P1OBE Did you see any (other)- ads about toys?

(ASK FOR THE NAME OF THE PRODUCT) Pebbles Ceroal

O= not, remembered . ' R F°°d C1ub Trosted Flakes

1= mentiofied only general descriytion
2% recalled name only-with probe ’
3% recalled name without prope

» ‘ Pop Tarts
Vertibird
_ Blockhead

Tumblebug

——————

Dristan

18, FOOD CLUB FROSTED FLAKES

L

IF NOT REHEJ?ERED4ﬂDo you remember seeing a commercial for Food Club Frosted
A Flakes where a boy is eating cereal? .

1E REMEHBERED- You teld me _that you saw Food Gl ub“ErQsLed_Elakgs_in_Lhe_II_adl_ﬂnumw__,

A.Ll) KIDS' i . . .
What did they tell you about this cereal? ° : L

PROBE: Why should you eat it?
What does it do fer you?

Dees Food Blub Frosted Flakes have lots of vitamins in it? Yes No '

Which vitamins does this cereal have in it? (

' 19. PEBBLES CEREAL

A

IF NOT MENTIO&ED- Do you. remexber seelng the Fllntstones eatlng @y cereal on TV?

no yes --=- IF YES: Were they eatlng cereal in the cartoon
or in the commercial, or aren't you sure?’

y

i
t

ALL KIDS: Have you ever seen the éommercial for Pebbles Cereal on TV at home?

yes no not sure

yes no




20, POP TARTS

There was also a commercial for Kellaggs Pop Tarts. | Lo

Why do kids-like t® get Pop Tarts in thé food store?

21, TUIBLEBUG

Another commercial was for Tumblé Bug, the toy where the little bugs race
down the slide. Why should you want to buy Tumble Bug?

- »

| Remgmber the twe kids playing with the Tumble Bug in the commercial?
-~ "@an you tell me what they looked like? ‘

1<

;

22, VERTIBIRD

In another oommercia‘ , some kids were playing with the Vergibird helgeopter.
When you buy the Vertibird in the storg, what thiﬁ‘g isn'{ includgd?.
PROBE: Do you get batteries when you buy Vertibird?

mentione_c:l batceries- mentioned batteries with probe wrgng- ansver.

IF KNOW TH.T BATTERIES NQT II\TCLUDED: How de you know that batteries are : ¢
. ’ not included?

read/saw it heard it




5,

2h New I Want to ask you a few questions about what happens when ‘you get

sick. If you ge4 a ‘stuffed up nose, what would you do for it?

[

25, If yoa got sick, and got some medicine from the drug store,. how fast would

you get better? S e

26. In general, haw often do people have colds, stuffed up noses, or stomach aches?
~ Would you say all the tlme, lots of times, sometimes,; or not very often?

don't

all the time lots of tines  sometimes  not very often know

27, If someone was sick and tood something they saw in a TV commercial, ~hew
much would it help them..... would you 'say alot, a little, or not much?

alot ~a little not much don't know

N

294 Lots of people have been talking about pollution and littemipugs these days.

28, Generally, when you have a problem of some kind, how long does it take to
solve it? -

. rer ceoL %

¢

De you think it is important for people to stop littering, or net so ‘impertant?
not important important ~~-==- IF  TIPJRTANT == Is is sort of important,
: or really importunt?
| ‘ sortkof . really
30, IF IN CONDITION iHERE INDIAN 'sm»m-*

One of the thlngu you Just saw ‘an the program was an Indian in a.canoe,
Why did the Indian cry at the end? :

1

-

31.,IF IN CONDITION WHERE FLINTSTUNEé HOuN: -

Can you tell me what happend to Fred in the'Flantstones cartoon? (RATE THEIR
_ N DESCRIPTION)
good bad

Lot
.pret
~tr
S
(V)

O —




FIGURE 14

Subject name: . (4) * Subject name: - - (B)-
Sex: _ Race: Age: 7o Sex: ‘Race: - Age: _°©
. School: ‘ 4 Show number: School: ‘ - Show number

-~

ASK EACH CHILD AFTER FRODUCT- SELECTION PREFERiﬁCES:

- 1, Hew much fun do _you think it would be to play with the. Blockhead toy?

wOuld you say.a lot of - fun, a llttle'fun, or not much fun9

" 2, Remember the two kids playlng with Blockhead in the commerclal? Do you
belieVe it is'as much fun as they showed it would be?

3., Do you think yéu could build a QOWer as high as the kids in the cdmmereial,
" . or do you think yours would be higher or lower as the one on IV?

| Bubgect | | Gmgest s
1. Aot  ALittle Not Much 1. Alot A Little  No't Much
2 = Yes No »1. 2 Yes ~ No
3¢  Higher _As High Lowef o .jé. Hig£er ; As High Louer,v
b, Anger Ratwng: 1. 2_ 3 - '“ : h.,Angér Rating: ;‘v 2 3
S¢ Verbal Aggression: 1 2 . 3 5. Verbal Aggression: -I 2 3
‘A6. ?ﬁ&sical.Aggressipn:' 1 2 3 "06. Phys;cai Aggression: 1 2 3 **

Anger = dlgplay of 1rr1tat10n or indications of belng upset or nad
ASK: Does it make you mad when you can 't build it right?

1 = no manifestations of anger’
2 = limited display of anger -- wikd
3= exten51ve or intense display of anger -

Aggre551on = nvert act intended to injure target person or object

Verbal #ggre551on ' Physical aggression

1 = nn manifestation at all B 1 = no manifestation at all

2 = limited verbal attack " 2 = slight pushing, sheving, grappling
3 = heavy cursing, loud threats 3 = extensive physical aggression,

of an extensive nature . such as hitting or throwing blacks

IR




Subjedt name - _ ' : PRODUCT'
Sex Race Age 'XDE'SIRE

g ———

School ' Shew numb: r

Tell one child 73 play with one of the teys on the table. Write down whigh
tey he selects first at bpttom nf his product desire sheet.

=
SHOW éHILD BOX OF PEBBLES CEAEAL: If you were géing te eat breakfast, weuld
' ‘ you lil® te have this %o eat?

~

nb yes === IF + Would you lkke to have this

a little or alet?
alittlé  alet

SHOW - CHILD FOPD CLUB BOXs If you Were gomg to eat breakfast., would you like
to eat this cereal?

no yes ==-= IF YESs Wollld you like it a little
or alat?

e g v\,m-.w;-:m

s little  aloy

o

SHOW CHILD PQH TARTS BOX¢ muld you like to eat thls?r e i
no yes w=wse IF YEG; A littlg or algt,?
~a little alot‘

SHOW ALL THR!.‘.EQ Next {ime you are in the ro.dbstore, which '(.hmgs do you think
yoy will ask your nother to buy? PRCBE. Any other(s)?

Pebbles . Foed Club - Pop Targs \
. \ . ' . ‘

SHOY VERTIBIRD BOXg' If yoﬁ could get a’new {@y for your hirthday, would you \

- like to have this one? - | \
| no  yes w-vcw IF YESt lould you like to get it a little
or a lo{?
a little *  alet = \
UBjEHV: e ,I'iuT .J-J-J [V IR e, ;,A.T i G‘.”.’Ji_ sele o .":..‘. i . e \\
0331 VE we d4Cri TOY uD Sillud riCn Pla3T:  Tuwblebug 3pill 3eans




X}

SCHOOLS AND LOCATIONS OF EXPERIMENTAL SUBJECT POOL

'>Schaol

!

- Lewton Elementary School
(K-5)

Main Street Elementary
School (K-4)

Wexford Elementary School
(k-5).

i ‘ |
Michigan Averjue Elementary
School (K-5) i

Cavanaugh Elementary School'

(K-4)
Eastminster Day Care Center
(Preschool)

Happy Day Children's Center
(Preschool)

FIGURE 15

f

Location =

2000 Lewton Avenue, Lansing .
(urban!middle class)

1715 Maln Street, Lansing
(1nner c1ty working class)

5217 Wexford Street, Lansing
(suburban middle class)

lOlQ;Mich;éan Avenue, Lansing

(inner city working class)

300 CaVanaugh Street, Lans1ng

(urbah middle class)

1315 Abbott Road, EasteLan51nz

!

L)

humber of\Ss

-~

| N=110;
N=112
N=100

- N=8l4

N=42

(suburban mlddle class)

7u3 Logan‘Street, Lansing
(inner.city working class

N=36

'N=16

‘Total N=596




¢ ... FIGURE 16
- Q /
- DISTRIBUTION OF SUBJECTS BY AGE AND RACE"-' )
~ & ¢ . ) » -
o‘ ‘ i c-
Age: ‘White Ss Black Ss -
S O N=201 ° © N=209
X . Three - ' 3% 0%;,(,;‘ :
. Four ' 10 .7 .5
* Five . o1l . 11
- Six ' . 12 25
Seven ' " 14 24
. Eight o .+ 17 - 10
Nine ‘ 15 10
Ten ’ 18 15
, o
e .,ﬁﬁ;..-f»—-Mean’ age ‘ : 7725~ ~712
f
!
- o ,
\ °
@
[
u - o
i | ;
. g T




FIGURE 17

DISTRIBUTION 'OF SUBJECTS IN TREATMENT AND MEASUREMENT CONDITIONS, BY AGE AND RACE

]

" Treatment Conditiéns:'

: V7Content Manipulation A,
tapes 1-3-5-7 (N=260)

Content Manipplétion,B,
_tapes 2-4-6-8 (N=120) .

L -

Dispersed Structure Manipulation,
tapes 1-2-3-4 (N=264)

Clustered Structure Manipulation,
tapes 5-6-7-8 (N=236) °

S

N

Age Distribution:
" Younger children, aged 3-7¢
(N=281)

' Older children, aged 8-10
(N=219) ' .

Raéial Distribution:

White children (N=291)

v al

Black children (N=209) .

LS

)

During Viewing

Measurement Conditions:

T~
After Viewing

w

i
' |
Monitored Not i 'Interviewed Observed
(N=250)  (N=250) ! = (N=250) (N=250)
. ) . 1 :
N=130" N=130 | ° N=130 . N=130
. I
T s
N=120 N=120 ! N=120 N=120
I |
bmmmm o oo o oo
) ! . .
N=132 N=132 ! N=132 o N=132
e
; i
N=118 “N=118 ! N=118 N=118
N : .
[ "
[ '
, s
. 1
l.
!
R |
1
1
0
l e
! .
1
[] -
|
1
. | »
N=140 N=141 |, N=13 N=142
i ,
L i ,
N=110 N=109 ! N=111 N=108
: . ’
1
1
1}
]
i}
]
i
- N=146 N=145 | N=150 N=141
R 1 :
. ) ) 1
', N=104 - N=105 | N=100 N=109
. : ) '
! 5
v
o
SNEE R . S,




‘TABLE la: POPTARTS COMMERCIAL

EFFECTS OF PREMIUM OFFER ON ATTENTION, IRRITATION, ENJOYMENT AND VERBA ZATIONS_

Mean Attention (l=low t§-5=ﬁigh)

Overall

Young
0l1d

Overall '

Young '
O;d '

Mean Enjoyment (1l=low to 3=high)

Overall

Yoﬁng
01d

Verbalizations

Content-related positive

Content-related neutral

Content-related negative

Delivery-related positive

Delivery-related neutral
" Delivery-related negative
\ Unrelated talking

Total relevant verbalizing

e eV

Ad. w1thg6//

Ad with
- Premium Premium
N
4,11 4.15
4.08 4.02
4,15 4.73
1.18 1.17
1.23 1.21
1.12 1.12
1.50 1.40
1.49 1.38
1.50 1.43
9% %
2% 4%
1% %
3% 2% -
1% 0%
0% 1%
28% 16%
15% )%
/

t='\'. 33 (p=o7u)

t= .21 (p=.83)

£21.37 (p=.17)

3




”W_-Whét things aid they
commerc1als you saw'>
(other) ads "about: ‘thlings

7

B ‘

1
oy

? Recaﬁﬁed “Poptarts" k /» 4% 5y
. Recalled with probe ; %
< Gerieral description / %
Hot ﬁenwnmered Jf 0%
(T‘rltere was also a. comn/ercial for Kelloggs /
Poptarts.) ﬁs like to get Poptarts |
in the food store? / : :
J Premium in the box . / 6%
? / - .Other reasons ' ; 8u%
i / Den't know - ! 10%
| . L. /
-/ |
(If you were going tg eat breakfast) would/
you like to eat this? (SHOY BOX) (Would /
you like to nave thid) a little or a lot?,
% "Yants a lot " g3y
L -Wanits . a-little 12%
g  Does not want- ! %
Next time you are in the\food store, whlch
things (SHOW BOXES) do.you think you w1ll -
ask your mother to buy? \ ! ’
\ Will ask for Poptarts 77%
% 23%

|
\6
|

. /
7 d/ v r '
1b: PQPTARTS 'COIMERCIAL -

/ i

EFFECTS OF PRQHIUM OFFER ON LEARWING ANQ/DESIRB
’ /

/

{

/ : - gée

with
mium

ant you to buy in the TV
PROBL» Did you see any /
to eat for breakfast? i

Poptarts\ not selected

!

[
O F F W@
o ¢? Q@ R

~

I
°

86%
13%

77%
23%

- e

Ad wlthout
premium

- 2 :
X =1.6

df=3
p=.65

X =5.5
df=2

p=.06

af=2 .
p=.10

2
X =0.0
df=1

p=.91"

x%=u.5




lc. POPTARTS COMMERCIAL

INTERACTIONWEFFECTS OF PREMIUM OFFER AND SUBJECTS' AGE

Young Ss

Premium

Why do kids like to get Poptarts in
— the food store?

; Premium in the box . u%
Other reason 81

- Don't know . 15

Would you like to eat this?
e « . A& little or a lot?

~Which things do you think you w1ll
ask your mother to buy° —

Poptarts not selected 28

" Wants a .lot - 84%
' Wants a little 13
Does not want t 3

Will ask for Poptarts 72%

o 2

0ld Ss
No Premium No
% 8%
82 87 30
17 5 10
68% 81% 78%
25 - 10 - 18
7 g 4
77% 83% 76%
23 - 17 24

0%




TABLE 2a: BLOCKHEAD COMMERCIAL -

EFFECTS OF EXTRAVAGANT VS. MODEST PRODUCT PERFORMANCE CLAIMS
. ON ATTENTION, IRRITATION, ENJOYMENT, -AND VERBALIZATIONS

: Extravagant Modest
Mean Attention (1=low to 5=high) Claim - Claim
‘Overall = 4.35 3.90
Young E 4.25 3.75
; 01d : - 4.48 4,12
Mean Irritation (1=low to 3=high)
Overall 1.16 1.24
Young ' 1.20 1.32
01d o 1.12 1.13
" Mean Enjoyment (1=low toA3=high)b
Overall - 1.23- 1.31
Young . 121 1.36
014d - 1.25 1.24
Verbalizations (percent making 1 or more)
Content-related positive 4% 2%
Content-related neutral 7% 6%
Content-related negative 0% 0%
Delivery-related positive 0% 0%
Delivery-related neutral ’ 0% 0%
Delivery-related negative . 1% 0%
Unrelated talking . 20% 23%
Total relevant verbalizing 9% 8%
b
DN

t=4.65 (p=.001)

t=-1.62 (p=.11)

t=-1.40 (p=.16)




‘ 2b: BLOCKHEAD COifiIERCIAL

EFFECTS OF LXTRAVAGENT VS. hODEST PRODUCT PERFORAANCE CLAINMS
ON LEARHING, EXPECTATIONS AND AGGRESSIVE BEHAVIOR

Extravagent = HHodest
claim ' Claim
What things did they want you to buy in
the TV commercials you saw? . PROBE: Did
you see any (other) ads about toys?
Recalled "Blockhead" co8y 175 X%=7.7
- Recalled with probe 4% : % df=3
. General performance . . 23% 4%  p=.05
o ilot rewrembered 65% 63%
1
How much fun do you think it would be to
play with the Blockhead toy? Yould you
say a lot of fun, a little fun, or’not
“much fun?’
A lot of fun =~ 65% 70%  x=1.3 P
A little fun - 22% 21% - df=2 ;
Wot much fun 3% % . p=.53
Remember the two kids playing w1th Block- 7
head in the commercial? Do you believe
it is as much fun as they showed it would
be?
Yes - 76% 83%  X°=1.2
No ~ 24% 17% df=1
' : o p=.27
Do you think\you could build a tower as
high as the‘'kids in the commercial, or do
you think yours would be hlgher or lower
as the one on TV?
L Higher - 64% 55%  X°=3.4
- - As high 10% 17% df=2
N Lower L 26% S 28% p=.19
! -
o | | JY87¢2




Bl

. 2b ‘(CONTINUED)

Extravagent Modest
claim Claim
, /
OBSERVER RATING OF CHILD ANGER WHILE _
PLAYING WITH BLOCKHEAD (display of -
irritation or indications of being
_upset or mad).
Extensive/intense anger % 0%
Limited/mild anger display 19%- 12%
Ho manifestations of anger 81% 88%
OBSERVER RATING OF CHILD VERBAL AGGRESSION
- WHILE PLAYING WITH BLOCKHEAD (verbal act
intended to injure target person or
object).
‘Heavy cumsing/léud threats 2% 0%
Limited verbal attack 15% 10%
Jdo manifastation at all 83% 90%
OBSERVER RATING OF CHILD PHYSICAL
AGGRESSION WHILE PLAYIWG WITH BLOCKHEAD
(overt act intended to-injure target
person or object).
Hitting/throwing blocks 1% 0%
Slight pushing and shoving 5% 3%
No manifestation at all 4% 97%
ANY DISPLAY OF AGGRESSION (anger,'verbal
or physical above) \_ .
Oné or more displays of 28% 18%
aggression
) No manifestation at all 72 82

X2=l.7
df=1
p=.19

X“=.u48
df=1
p=.49

x2=3.5

df=1
p=.07




INTERACTION EFFECTS OF PRODUCT.PERFOBMANCE PLAIMS AND .SUBJECTS' AGE ;

How much fun do you think.it would
be to play with the Blockhead toy?

A lot of fun
A little fun
Not much fun’

Do you believe it is as much fun as
they showed it would be? -

Ye§
No

Do ydﬁ think you could build 2 tower
as high as the kids in -the cowmercial?
Higher
" As high
Lower

OBSERVER RATING OF CHILD DISPLAY OF
ANGER, VERBAL AGGRESSION OR PHYSICAL .
AGGRESSION: -

Any display .
No manifestations

< 2c. BLOCKHEAD COMMERCIAL

“Young Ss = 01d Ss
Extra- Extra-
vaggnt Modest vagant Modest -
75% - 68% 53% 71%
i 13, 17 32 27
S 12 15 . ‘15 5
83% 78% - . 68% 88%
17 22 ) - 32 12
77% 62%  47% 45%.
8 10 - 12 25
>15 28 - 41 31
31% 20% - 25% 16%




TABLE 3a: FLINTSTONES CEREAL COMMERCIAL

EFFECTS OF PROGRAM CONTEXT ON ATTENTION, IRRITATION, ENJOYMENT AND VERBALIZATIONS

Flintstones BugsABuhny

Mean Attention (1=low to 5=high) Program Program
- ~ Overall 4,24 . 14,09 t=1.51 (p=.13)
Young 4,19 4.05
01d - 4.30 . 4,15
Clustered. 4.38 4.30°
Dispersed 4,12 3391

Mean Irritation  (1=low to 3=high)

Overall 1.16 1.19 t=-.72 (p=.47)
Young =~ 1.18 1.4
o1d 1.12 1.11
Clustered 1.13 ©1.18

Dispersed . 1.18 "1.19

s

Mean Enjoyment (l=low to 3=high)

Overall , : 1.60 1.49 o t=l.49‘(p=.1u)'
Young : 1.55 . 1.51
0ld . ... . 1.66 1.47
Clustered (.  1.73 1.49
Dispersed - 1.50 1.49

.

Verbalizations (percent making 1 or more)

Content—relateﬂ, OSlthe 7% %
Content-relatéd neutral 5% 5%
Content-relatedgnégatlve 1% 1%
Deliveryirelatéd p&sitxve e, - 5% 5%
Delivery-paiated fieutral <.~ 4% 2%

. - Delivery-related negative ’ 1%° 0%

- . - Unrelated ;alklng " 22% 21%

2%

. Total relevant verbe o' - - 18% 15%




" 3b: FLINTSTONES CEREAL COMMERCIAL

E?FECIS OF PROGRAM CONTEXT OW PRODUCT LEARNING AND DESiRE'

Yl

Flintstones Bugs Bunny
program ’ program
What things did they want you to buy in the . .
. TV commercials you saw? PROBE: Did you see
any (other) ads . about things to eat for
breakfast? ' ' .
Recalled "Pebbles" % 7%
Recalled with probe % %
General description 16% 12%
Not remembered 71% 74%,
IF NOT MENTIONED: Do you remember seeing
the Flintstones eating any cereal on TV?
Yes 85% 98%
o 15% 2%
IF YES: Were they eating cereal in the
cartoon or in the ccmmercial, or aren't
you sure?
Eating in commercial 68%
Eating in cartoon 23%
ot sure where -ating 9%
If you were going to eat breakfast, would
you like to have this (SHOW BOX) to eat?
IF YES: VWould you like to have this a little
or a lot? S
Wants a lot 62% Ly
Wants ‘a little 25% 32%
Does not want 13% 2u%
Next time you are in the foodstore, which
things do you think you will ask your mother
. to buy? -
Will ask for Pebbles 63% 49%
Pebbles not selected 37% 51%

X%=9.9
df=1
p=.00

x%=8.8
df=2
p=.01

X2=4,7
df=1
p=.03

'




38c. FLINTSTONES CEREAL COMMERCIAL.

INTERACTION EFFECTS OF PROGRAM CONTEXT AND SUBJECTS' AGE"

WYoung Ss 014 Ss
Flint- Bugé " Flint-  Bugs
stones  Bunny stones  Bunny
Were they-eating cereal in the
cartoon or the commercial? ‘ R
/ Eating in ¢ommercial ° 59% ‘ 80%
' Eating in cartoon 33. o 10
Not sure where eating 8 ’ 10
: ! h
Would you like to eat this? . . . a
little or a lot? .
Wants a lot ' 73% u5% - To47% u5%
Wants & little 22 32 29 33
Does not want 5 23 24 22
“Which things do you think you will ’
ask your mother to buy? K . .
Will ask for Pebbles 76% 549 47% - u5% -

Pebbles not selected 24 . L6 583 -~ 55

Y

o




—

o

IMPACT OF FLINTSTONE PROGRAM CONTEXT AND CLUSTERED VS. DISPERSED STRUCTURE

2
\ v
Were they eating cereal in the -cartoon
or in the commercial?
" Eating in commercial
~.Eating in cartoon
Not sure where eating

Would you like 'to eat this?....a little
or a lot?

. . Wants a lot
Wants a little
Does not want

Which things do you think you will ask
your mother to buy?

Will ask for Pebbles
e Pebbles not selected

3d: . FLINTSTONES CEREAL COMMERCIAL

“
0_
N

Clustered Dispersed
P
64% 71%
27 20 -
9 9
69% 56%
24 .25 . .,
7 19
68% . 60% ‘

32 4o ‘
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b | ‘s T o
& L ) . ‘\ j . . i
TABLE 4a: TUMBLEBUG COMMERCIAL B
. EFFECTS OF ACTORS' RACE 'ON ATTENTION, IRRITATION, ENJOYMENT AND VERBALIZATIONS =~ ..
v ' - L4
S ~ - 7 White  Black ~ S
. Mean Attention (1=low to 5=high) Actors Actors '
Overall = 4.52 b.H4L t=.97 (p=.33)
, | ' Young w40 4,38 ,
e 01d ) 4.66 4.45 . ;
° White 4.69 4,51 |
Black . N 4,26 4,27
Mean Irritation (l=low to 3=high)Al .; ) ‘ “ ) -
Oall : : 1.13 1.13 t=.03 (p=.97) -
Young --1.20 1.16
0l1d* i .06 1.10
White ¢ 1.11 1.14
Black . 1.16 1.12
¥4 o o .
ean Enjoyment (l=low to 3=high) \
1) ’ ’ . .
\ - Overall ! . 1.32 1.29 - t=.47 (p=.64) )
Young 1.29 1.36
| \ 01d .35 1.19
‘ . White - . 1.36 1.33
\ Black . 1.27 . 1.23
. , . } * . | ‘ 2
Verbalizations (percent making 1 fr more)
\ Content-rélated positive u% 3%
Content-related neutral % %
Content-related negative % 1% o o
. Delivery-related posiqive 1% ‘ 0%
' Delivery-related neutpal % % o ,
* Delivery-related negative ' 0% 0% . /
Unrelated talking = - 20% 20% 7 - .
: . G ' . . !
Total relevant verbalizing ‘i 10% 7% S
. . . " ‘

i .
o “ .
o E ‘
4




, k] . I \ /
4b:-TUMBL§§UG 0 MMERCIAL : o

? EFFECTS OF ACTORS' RACE ON/LEARNING AWD PREFERENCES

. Y
. ! ./
o . -
/

s / White  ~  Black.

e - actors

What things did they ‘want you to buy in the.
TV commercials you saw? PROBE: Did you see
_any (other) ads about toys° :
; .- Recalled "Tumblebug'™
x Recalled with probe
’ General description
‘Not remembered

)

(Another commercial was for Tumblebug, the

toy where the little bugs race down the slide).

Why should you want to buy the Tumblebug?
’ | i
References to race
Its fun to play with

,/Racia; description
-+ - T lon-racial description
Don't know

- S

N
OBSERVATION OF JHLLH TOY CHILD §ELECTED
TO PLAY JITH FIRST o« 7

o
' Played with Tumblebug
Played with Spill the Beans
i

5
19 \"'

15%

Q.
27%
55%

3%

55%

315

11%

80%:
%

. actors’

o.
50%
31%
13%

17%
48%
35%

73%.

- 27%

df=3
p=.15

2:3.9
af=2
p=.15"

X =1.5
df=1
p= .47




<

; - ' - White
, \ o . Actors

Black
Actors

" 4c: TUMBLEBUG COMMERCIAL

o . ‘ Young Ss

a

Why- should you want to buy

Tumblebug°
*  References to race C 2%
. Its fun to play with 52
§ Other reasons : . 30

-

Don't know ' ' . 17

Remember the two kids playiﬂg with
the Tumblebug in the commercial?
Can you tell me what they léoked llke?

¢

K Racial description . 12%
. Non-racial description Y45
% - . Don't: know- . o u3

t

_OBSERVATION OF WHICH TOY CHILD

SELECTED TO PLAY WITH FIRST!

Played with Tumblebug 4%
Played with Spill the Beans

3%

47 -

30

.20

75%

- INTERACTION EFFECTS OF ACTORS' RACE AND‘ SUBJECTS' AGE

01d Ss

White
Actors

Black
¢ Actors

-

3% 9%..

58 51
‘34 36
5 4

8% 18%. .
4 43
18 39

Fa

88% 70%




; ~ *u4d: TUMBLEBUG COHMERCI;L

I - _ ' NTERACTION EFFECTS OF ACTORS' RACE AND SUBJELTS' RACE
' ON LEARNING AND PREPERENCES

White actors . Black actors

oo | . White Black  White Black
|- Ss Ss . Sé - SS_

What things did they want you to buy in the TV.
- commercials you saw? PROBE: Did you see any
- (other) ads about toys? -

j—— / ) : -
‘Recalled "'Tumblebug" 185 9% 10%
Recalled with probe . 3% u% 5%
General description - 22% 34% 123%

Not remembered 4 S 57% - 53% - 62%

(Another commerpcial was for Tumblebug, the toy
where little bugs race down the slide.) Why
should you want to buy Tumblebug? ..

- References to race ] 0% 6% u%
Its fun to play with Cou7% 66% u5%
.Other reasons - v 40% 19% 37%
Don't know - ) 13% 9% 4%

Remember the two kids playing with the Tumblebug
in the commercial? Can you tell me what they Ve
looked like? :

' RaciéIﬂdescriptipn A _ 8%  13% 1u4%
Hon-racial description 62% 53% u5%
Don't know 30% 3u% 41%
vOBSERVATION OF.WHICH TOY CHILD SELECTED TO PLAY \
 WITH FIRST ~
— Played with Tumblebug 78%  82% - 78%
‘ o Played with Spill the Beans. ©22%  18% . 22%

i
e,
npa

N
5
-
(W]
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TABLE 5a: FROSTED FLAKES CEREAL COMMERCIAL

| | \
EFFECTS OF RATIONAL VS. EMOTIONAL THEME ON ATTENTION,
. \ -

\ - IRRTTATION, ENJOYMENT ANP VERBALIZATIONS
; : I .
j . ‘ ; Rational Emotional
Mean Attention (l=low to 5=high) . Theme -~ Theme _
Overall | 4,22 4.13 t=.80 (p=.42)
- . { 4 I
’ : \
N ; ~ Young 3.98. . 3.96

01d - "4.50 4.36

Mean Irritation (1=low to 3=high)

1.23 =.70 (p=.u8)

Overall 1.26
T - ‘ Vaung 1.3 | 1.30
owa 1.16° | '1.12
Yy i ) ;
Mean Enjoyment (l=low to 3=high) .
Overall ©L.25 1.25 t==.14 (p=.89)
- Yeung 1.25 1.35
0l1d 1.25 ©1.12
i : : «
! !
Verbalizations (percent making 1 or more)
Content-related positive 4% 2%
Content-related neutral % L 3% -
Content-related negative- 1% . 0% :

,/ Delivery-related positive 1% . 0%
Delivery-related neutral 1% E 1%
Delivery-related negative 1% L 0%

Unrelated talking . : 25% S 27%
, . N R
Total relevant verbalizing 9% . 5% . /)
j - " ) R *

ERIC - . - RTSIRE

. K —




5b: FROSTED FLAKES CEREAL COMMERCIAL

EFFECTS OF RATIONAL VS. EMOTIONAL THEIE ON LEARNING AND DESIRE

N Rational Emot ional
Theme Theme
. What. things did they want to buy in the TV
commercials you saw? PROBE: Did you see
any (other) ads about things to eat -for
breakfast? -
o ' ' ' 2
: , Recalled "Foodclub" -12% 4% - X =3.5
° Recalled with probe’ 5 % - df=3 -
z General description: ™. 33 - 23% p=.32
ot remembered _ , 47% 55%
(IF JOT REIEIBERED: Do you remember seeing a = .
commercial for Food Club. Frosted Flakes where ‘
a boy is eating cereal? IF REMEMBERED: You
told me that you saw Food Club Frosted Flakes
in the TV ad.) . What did they" tell you about _
this cereal? PROBE: Why should you eat it?
 What does it do for you? o=
' ‘ » ? 2
‘Healthful/good for you : 29% 37% X =25,6
Has vitamius 15% ) 7% df=5
Helps do well in school 9% 1% p=.00
Helps swimming : 0% 10%
Other reason = 23% 22%
Don't know ‘ 245 . 23%
. 3 . ’
Does ‘Food -Club Frosted Flakes have lots of = .
vitamins in it? -’ N
\ Yes | | 91% S 93%  ¥°=.3
No . 9% 7% -df=1
' p=.61
' Which vitamins does this cereal have in it? _
Named all four (ABCD) 35% 5 X2=52.5
Jamed two or three 12% 11%  df=3
- . ilamed one vitamin 2% - 10% p=.00
Don't know or wrong 51% 78% -




5b (CONTINUED)

If you were going to eat breakfast, would you
like to eat this cereal? (SHOW BOX) IF YES:
Would you like it a little or a lot? p

‘Wants a lot
Wants a little
Does. not want

<

2

g

| Next time you are in tne food store, which
things (SHOW BOXES) do you-think you will ask
your mother to buy? -~ . . o ‘

Will ask for Foodclub
Foodclub not selected

13

Rational Emotional

Therme ., _Theme

29% 33%
37% $139%
. 34% " 28%
24% 13%
76% . "81%

\.nv’
e
=

[

il

ol &7




Sc. FROSTED FLAKES CEREAL COMMERCIAL

INTéRACTION EFFECTS, OF RATIONAL VS.. EMOTIONAL THEME AND SUBJECTS' AGE

What did they tell you about this .

cereal?

Healthful/good for you
Has vitamins
Helps do well 1n school
Helps swxmmlng

- Other reason
Don't know

Does Food Club Frosted Flakes have
lots of v1tam1ns in it:

<

Yes
No

Which v1tam1ns does thls cereal
have? , P

Mamed all four (ABCD)
Named two or three
. Named one vitamin B

Don't know or w-ong

Would you like to eat this cérea1°
cee. @ llttle or a lot?

Wants a lot
Wants a little
- Does not want

Which things do yvou think you
will askwyour,gother to buy? .

Will ask for Food Club
Food Club not selected

K]

Young Ss- - -

014 Ss

Rational . Emotional

OO & IF
v

NN

88%

12

32%
39
29

2%%

73

aw?

<

. LK

fw N

'Rational“ Emofional

54

CooOoo®

OO OO
oP

32%

38
30

1 19%

81

3

123%
24
.13

20
20

57%
15

25

25%
34
41

20%
80

.35%

10
16

23
14

1%

15
12

72

31%
43
26

20% =
80 -
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TABLE 6a: "INDIAN" COMMERCIAL

EFFECTS OF ‘ANTI-POLLUTION MESSAGE ON ATTENTION,
IRRITATION, ENJOYMENT AND VERBALIZATIONS

-

F

o
20%

- Exposed to " Not
Mean Attention (l=low to S=high) Indian Ad Exposed®
Overall 3.75 %.09
_ Young 3.66 3.98
. o1d 3.88 4,24
Mean Irritation (l=low to 3=high) .
Overall 1.36 1.23
Young 1.40° 1.29
014 1.29 1.16
Mean Enjoyment- (1=low to E=high)
‘Overall . 1.28. 1.34
. ' ‘Young . 1.29 1.34
. - 01d. 1.26 1.35
Verpalizations (percent making 1 or more)
Content-related positive 5% 4%
Content-related neutral 14%, 4%
Content-rélated negative 3% 1%
N . .Delivery-related positive % 1% -
‘ Delivery-related neutral %. 1%
Delivery-related negative 1% 1%
. Unrelated talking ’ 35% 26%
Total relevant verbalizing 10%

Average response by subjects while viewing all seven other commeycials.

A
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6b: "INDIANY COMHMERCIAL

3. EFFECTS_OP ANT I-POLLUTION IiESSAGE ON" LITTERING ATTITUDE AND BEHAVIOR

Exposed to . Mot
~Indian ad - Exposed

Lots of people have been talking about

“pollution and litterbugs these days. Do

you think it is important for people to

stép littering, or not so important? -IF

IiPORTANT: ’'Is it sort of important, or
- really important?

Really important ' 7% .. % XP=1.2
Sort of important 4% 13% df=2
Not so important - % 13% p=.54

v .

OBSERVATION OF WHAT CHILD DID WITH CANDY

WRAPPER:
Put in waste basket - 25% " 19% . X%=8.6
XKept on self 38% : 38% df=3
Left on furniture 35% - 32% - p=.0h

Threw on floor = _ % 11%

. IF CHILD EXPOSED TO INDIAW AD: One of
the things you just saw on ‘the program .
" was an <Indian in a canoe. Why did the

- Indian cry at the end?
Sad about pollution ' 85%
Jon-pollution answer 7% N f
bDon't know - %




6c.

"INDIA!' COMMERCIAL

INTERACTION EFFECTS OF ANTI-POLLUTION HESSAGE AND SUBJECTS' AGE

<

2

.Do you think it is important for

people to stop littering?

~-Really important
Sort of important
Not so important

OBSERVATION OF WHAT CHILD DID WITH
CANDY WRAPPER:

Put in waste basket
Kept on self

Left on furniture
Threw on floor

| Why did the Indian cry at the end?

Sad about pollutica
Non-poliution answer
Don't know

Young Ss

. Exposed Not
65% - 63%
20 16
15 21
24% 15%
25 31
48 38
3 16
76%
12
12

0ld Ss
Exposed ‘Not
92% 88%
8 9
0 3
26% 23%
60 A Y |
14 25
0 5
- 98%,

O N
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‘TABLE 7a: DRISTAN COMMERCIAL

EFFECTS OF DECONGESTANT MESSAGE ON ATTENTION,
IRRITATION, ENJOYMENT AND VERRALIZATIONS

Mean Attention (1=low to 5=high)

Overall

Yourng
014 T

S-j—___—l"—l;;:ﬂlx‘r'itation (1=1low to 3=higﬁ)

Overall-

Young
01d

Mean Enjoyment (1=1nw to 3=high)

Overall .

Young
01d

Verbalizations (percent makingyi or more)

Content-related positive
Content-related neutral
Content-related negative
Delivery-related positive
Delivery-related neutral
Delivery-related negative
Unrelated talking

Total relevant verbalizing

*Average response by subjects while

I

Exposed to
Dristan Ad

Not

‘Exposed#®

3.61

viewing all seven other commercials. .

.10

4.24

1.22

1,28

%
45
5

1%

1%
‘1%
26%

12% -

..

.




7b: DRISTAN COMMERCIAL

EFFECT OF DECONGESTANT MESSAGE ON INTENTiONS AND| PERCEPTIONS

‘ﬁxposed to Not
Dristan ad Exposed

‘Now I want to ask you'a few questions about
what happens when you get sick. If you got
a stuffed-up nose, what would you do for it?

e

First response: Take Dristan = = _ S
) Take other pill 10%
Take non-pill medicine ° 17%

“Rest/stay home . © 1%

Something else/don't know 67%

.

If you got sick, and got some medicine “from
the drug store, how fast would you get better?

Short period (day or less) 28%
Longer period (more than day) u45%
Other/depends/don't know 27%

In general, how often do people have colds,
stuffed-up noses, or stomach aches? lJould
) you say all the time, lots of times, some-
| __times, or not very often?. R

o

All the time .

¢

Lots of times 13%
Sometimes 48%
ilot very often : ' 31%

If someone was sick and took something they
saw on a TV commercial, how much would it
help them...would you say alot, a little, or

not much?
Alot : . 46%
A little o 30%

Hot much 24%

Generally, when you have a problem of some
kind, how long does it take to solve it? o

Siort period (day or less) 40%
Long period (more than day) 38%
Other/depends/don't know 22%
) ) 9 \ o
T TR
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7c. DRISTAY COMMERCIAL

INTERACTION EFFECTS OF DECONGESTANT MESSAGE AND SUBJECTS' AGE

Young Sé ' 0l1d Ss

Eiposed Not ‘ Exposed Not
CIf you got a stuffed-up nose, what
would you do for it?
~ "Take Dristan . % % 7% %
Take other pill 6 9 _ 13 b
. Take medicine . 15 15 20 29
- Rest/stay home L1 : 8 2 4

Other/don't know 75 68 : 58 59

If you éot sick and got some medicine .
from the drug store, how fast would :
you get hetter? \\\\

Short period 36% o 38% - 20% 18%

Long period ' 35 40 57 49

Other/don't knoy 29 24 o723 33

In general, how often do people have
colds, stuffed-up noses, or stomach

. ache59 - e
“““ All the time . % % 10% 0%
" Lots of times 12 - 10 15 12
Sometimes V yy 48 51 68

-Not very often a8 34 24 20

If someone was sick and took something
they saw on a TV commercial, how much
- would, 1t help/them

A lot 55%  38% - 36% - 428
A little - 20 27 ) 2U4

Mot much 25 35 24 24

[

Generally, when you have. a problem
of some kind, how long does it take
to solve it?

. Short period " L 36% 33% 43% 59%
: Long period g 39 35 37 - 18
Other/don't know 25 32 20 23 ©
, , |
/. )
VS B T
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; | TABLE 8a:. VERTIBIRD COMMERCIAL \
/ S - ‘ : L V' ‘ \
; b B " )
) ‘ EFFECTS OF PRODUCT ACCESSORY DISCLAIMER ON ATTENTION, B
r/" - IRRITATION ENJOYMENT AND VERBALIZATIONS il
S R :
‘ , Audio/Video! + Video :
Disclaimer | Disclaimer .
Mean Attention (1lslow to 5=high) ; ' B
B “y . R ) jl
Overall . 3.62 : 3.84 t=1,92 (p=.06)
b B Young 3.58 3.70
., old 3.67 . 4.01 /
" \ . i o . :
. R e / ] =
Mean Irritation (l=low to 3=high) ' : ; .
Overall 1.%%; 1.35 t=-,79 (p?.ua)
Young L.y 1.40
0l1d 1,33 1.29
. v . ) ,"/ .
1 Mean Enjoyment (l=lgwwto'3=high) '1/' K
. ’ ’ . ) '/ . . ‘ ‘ 1
, Overall /" 28 7 . 1,31 t=-.82 (p=.41)
) , -
. . / S T .o
Young 1.3u A 1.26
0ld 180 1 - : 1.37
: ' . / - j
bA ° i f :'
Verbalizftions (percent making 1 ‘or more) o / /
2] o Co }‘ . f
‘ Content-related positive 9% | 6%
Content-related neutral 6%/ /5%
Content-related negative 3% 1%
Delivery-related positive . 2% 0%
Delivery-related fheutral 0% 1%
Delivery-related negative . 1% 0%
Unrelated talking C e 39% 33% o
N Total relevant verbalizing ‘/7% 11% /.
- , si.}
/ ; o
- [‘
, |
4 / i I
i ]
- h5) 4 34 l
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EFFECTS Of PRODUCT ACCESSORY DISCLAIYER ON LEARNIHG AND DESIRE

-, . o
e ”

."\‘ )
8b: VERTIBIRD COMMERCIAL

o a o ’ - Audio/Video

Disclaimer

Video
Disclairmer

- ) E" . -

What thlngs did tney-want you to buy in the
TV commercials you saw? PROBE: Did you See

~any (other) ads about toys? o |

Recalled "Vertibird"
Recalled with probe - "
General description
ot remembered

! 1
(In another commereldl, some kids were playing
with the Vertlblrd helecopter.) ¥hen you buy
Vertlblrd in the store, what isn't included?
PROEBE: Do you get batterle._, when you buy
Vertlblrdg/ - : -

1
entioned batteries
rlentioned with .probe
4 Wrong answer

A * Don't know

- | o

. AN _ S
IF MENTIONS THAT BATTERIES .iOT I.{GLUDLD:
How do you know that batteries are not

. included?
. ‘ ‘
! Read statement ‘
* Heard statement
Can 't remember source,
e .- \ ‘ . ‘? . K

" If you could get;a’new toy for your birthday; \-
* would you likd to have this pne? (SilOW VERTIBIRD)
" IF YES: Would you like to get this a little or'a

lot? - - ‘ | |
v N i .
A 4
Wants a lot ) .
- Jants a little - '
* Does not want ' Iy
- : .0 o n
Id v

20%

15%
%, 9%y
L 17% 16%
: 58% . 80%
u3% 18%
16% 28%
28% . -35%
13% 19%
6% 29%
75% _ .- 17%
19% ‘ 7 54%
’ >3
57% 71%
17 7
26 7m
g . /' :
" /‘ 1
jl

/ n
¥=5.8: °
af=2
' p=.03
?P _

. A+
//
‘ /
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8c. VERTIBIRD COMMERCIAL

INTERACTION EFFECTS OF PRODUCT ACCESSORY DISCLAIMER AND. SUBJECTS' AGH

: f

1}.

o Young Ss 0l1ld Ss
o A-V Video A=Y Video
When you buy Vertibird in the store, '
what isn't: 1ncluded° '
! .
Mentioned, atteries - 26% = 9% 65% | 28%
Mentioned with probe =~ 15- 28 6 29
Wrong answe, 39 46 u 23
Don't know { 20 17 ;6 3 20
IFIM&NTIONS THAT BATTERIES,NOT IN-
LLUDED' How do” you knaw that batteries v
are not included°
\9 '
- Read statement 0% 0% 9% ul%
: Heard statement o 59 33 82 . 12
Can't vemember 4l 67 /’ -9 Y
If/you could get a new toy for your. '
.blrthday, would you llke to have | )
;tﬁis one? ‘ o y
. « Wants a lot 67% 81% w7% ,  58% -
‘ Wants a little 13 y - 20 12
Does not want 20 15 33 30
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TABLE 9a:

o

STRUCTUIL

-~ 4

& .

EFFECTS OF CLUSTERED VS. DISPERSED STRUCTURE ON ATTENTION
IRRII&TION ENJOYMENT AND VERBALIZATIONS*

E

:

-
3

Mean Attention (1=low to 5=high)

 Overall

Young

01d

A o

Mean Irritation (1=1low to 3zhigh)

Overéll

Young

0ld
o N

Mean Enjoyment (l=1lqw to 3=high)

Overall

Young

014

Verbalizatiops (percent ‘making 1

or more)

Content-related positive
Content-related neutral
Content-related negative
Delivery-related positive
Delivery-related neutral
Delivery-related negative
Unrelated talking

Total relevant. verbalizing

~Cluétered

u.ls

4.03

4.35

1.25

1.31

1.15

1.36

1.38

1.33

4%
5%
1%
1%
1%
0%

25%

10%

. Dispersed

Lo 3.99

3.89

4.11

1.24

1.29

, 1.19

1.33

1.31

1.36

4%
%
1%
1%
1%
1%
. 27%

14

113

t72.24 (p=.03).

. @

t=".03 (p=.98)

t= .68 (p=.50)'

stimulus tape.

[

* All statistics are averaged across the seven advertlslng slots on the’

B




 TABLE 9a (CONTINUED)

Mean Atténtion o Overall - Young ‘ ) .ng_
Clus- Dis-  Clus-  Dis - Clus-  Dis

‘ tered" persed tered persed: tered . persed
Advertisment.slot.#l u.os'. 3.85 3.94  3.77 4.15 3.96
Advertisment slot #2 - 4.25 4,04 S 4.12 3,94 443 4,15°
Agvertisment slot i#3 i 4.28  4.05 | 4.16 f/3.97 . bty ~'w.1u“
Advertisment slot # .42 4.2l . W36 - 418 451 48l
Advertisment slot #5 . 4.33 4.31 4.16 4,21 w57 s
Advertismeﬁé'slot #6 4.03 3.84 3.80  3.69 f 4.34 4,02
Advertisment.slot #7 . 3.83 - 3.60 370 3.47 401  3.76

4,50 | Overall Mean Attention Graph

s

4,254

J Clustered

4.00 - : //"
Dispersed -
‘ 3075 1
3.50 -
,V )
"‘ - 4 A . 1
1l 2 3 4 5 6 7

. INEEA




Mean Irritation

AdVertiément'slpt

Advertisment slot

Advertisment slot

. Advertisment slot

Advertisment slot

Advertisment slot

Mean Enjoyment

Advertisment slot

'Advertisment slot

Advertisment slot

Advertisment slot

AdVeftisment slot

Adverﬁisment sldt

Advertisment slot

Advertisment slot:

Clustered
#- 1.30
#2 L.y

nd : 1.20

e 1.16

#5 1.21
#6 1.27 -
#1 1.3

#1 1.39
2 1.35
#3 , 1.43

#u 1.49
#5 - 1.29
#6 1.25

#7 - 1.30

TABLE 9a (CONTINUED)

 Dispersed-

1.25

1.14

1.17 -

1.1
1.17
1.39

1.45

.40
1.37
1.39
1.38
1.27
1.2y

1.26




- _ o .°9b: STRUCTURE ot

-

EFFECTS OF CLUSTELRED VS. DISPE?SED’STRUCTURE ON LEARNING AND DESIRE

¢
) Clustered Dispersed
-What thlngs did they want you to buy in the
TV commercials you saW? (Average percentage-
‘across seven ads) -, 3 i
Recalled brand name 9% . 12%
‘Recalled with probe 6 5
General description 16 16
Not remembered - 69 . 67
Why do kids like to get Poptarts in the , _
food store? (Ss exposed to premium only) I C
Premium in the box 6% ‘ 7% - x%:2.6
° Other reasons ; 80 . 87 df=2
Don't know 14 6 p= .28
Remember the two kids playing with the )
‘Tumblebug in the.commercial? Can you tell
me what they looked like? . _ _ A e
- Racial description . 13% - 13% X2=2{6
Non-racial description 58 49 df=2
VDon't know 29 38 - p= .28
Does Food Club Frosted Flakes have lots of ' .
vitamins in it? (Ss exposgd to rational 3
* theme only) - co .
Yes = . S 92%- ¢ - 93% '~ x%= .02
No - 8 ‘ 7 df=1
: . . p= .89
Which vitamins does this cereal have? .
(Ss exposed to_rationdl theme only) " S
1 Named all four (ABCD) 5% - 6% X%= .4
i : Named two or three 13 10 df=3
Named one vitamin R 3 p= .9%
Don't know or wrong 51 - 51
Why did the Indian éry at the end? .
Sad about pollution a1 803 - X2=3.0
Non-pollution reason » y 11 df=2
Don't know g 5 9 " pE .22
. ™
If you got a stuffed—up nose, what would you G
do for it? .
” Take Dristan . 4% . 6% x2=1.0
Take other pill 9 11 af=u
Take medicine .19 15 p= .91
Reat/stay home 1 1 ¢
Other/don't know . 87 68

=
[
e




9b (CONTINUED) o

. Clustered ﬁisgersed
"When you buy Vertibird in the store, what -
~ isn't-included? _ . _ -
Mentioned batteries 33% 28%  X°=3.0°
Mentioned with probe 25 . 19, df=3
Wrong answer ‘ o 28 g 3 p= .39
Don't know . - - 1b ) 18 ’
How do you ‘know that batterles are not ' ,
included? - . ‘ -
Read statement s 7% 5% x%=2.7"
_ Heard statement 27 19 df=2
Can't remember/NA above 66~ - 76 p= .26
If you covld‘get a new toy for your birthday,
would you like to have this one (Vertibird)? < :
} " Wants a lot . 66% 63% x2= .6
- Wants a little o 10 B - df-2
Does not want - R 24 . . 2y p= .75
OBSERVATION OF WHICH TOY CHILD SELECTED TO ~ . . -
" PLAY WITH FIRST: i . |
Played with Tumblebug = 77% 76% x%= .1
o | ' | o df=l
e , ) , p= .82
Whichath1ngs do you think you will ask your .
mother to buy? * . . ‘ ‘ .
Will ask for Poptavts. 81% T s X%=1.4, p=.2u
Will ask for Pebbles . 57% ‘ 57% X2=,01; p=,92
Will ask for Féod club 25% 19% X2=,8 , p=,37
.Did you like the commercials? IF YES.
pid you»llke them a jittle or a lot?
Liked a lot 60% su4%  X?=2.3
Liked a little 33 742 af=2

Didn't like 7 4 p= .32




TABLE 9¢:

2
¢

~ What things did they want you to buy in the TV
- commercials you saw? (Average percentage across
seven ads) o '
et .o ~ d
- - _ Recalled brand name
Recalled with probe
General description
Not remqmberedg
Why do kids like to get Poptarts in the food  °
store? (Ss exposed to premium only)

Premium in the box
Other reasons
Don't know

Remember the two kids playlng with the Tumblebug

in the commercial? Can you tell me what they

looked like? ¢ ° .
Racial description
Non-racial descrlptlon
Don't know

mins in it? (Ss exposed to rational theme only)

— , Yes
No

‘Which vitamins does this cereal have?
(Ss exposed to rational theme only)

Named all four (ABCD)
. Named two or three

Named one vitamin

Don't know or wrong

Why did the Indian cry at the end?

Sad about pollution
Non-pollution reason
Don't know

If you got a stuffed up nose, what would you do

for it? Take Dristan
Take other pill
Take medicine’
a Rest/Stay home
) Other/Don't know

STRUCTURE

~

" INTERACTION EFFECTS OF CLUSTERED Vs. DiSPERSED STRUCTURE AND SUBJECTS' AGE

Does “Food Club‘Frosted Flakes "have lots of vita- .

Young Ss 01d Ss
Clus- Dis v Clus- . Dis-
tered persed * tered peirsed
u% 7% - 15% 19%
4 5 9 6
16 17 17 16
76 71 59 59"
% 7% 10% 6%
75 86 85 89
21 7 5 5
13% - 13% 11% 4%
55 43 62 - 57
32 uy 27 29
92% 89% 91% 97%
8 - 11 9 3
16% 4% 52% 61% ]
9 9 19 12 '
0 3 2 "y
75 4 27 23
82% 72% 7 100% 96%
- 7 15 0 4
11 13 o 0
0% 5% " 6% 9% * .
4 9 13 13
21 9 -18 22
1l 1l ’ 2 0




. o
A o TABLE 9c¢ (COVTINUED) -

«

Young Ss 0l1d Ss
: ) Clus- Dis~ Clus- Dis-
) o _ R L - tered persed = tered ‘' persed
| . . —
Hhen you buy Vertibird in the store, what isn't .
included? _ - | ,
, ‘ - Mentioned bgtteries 20% 15, u5% u5%
B Mentioned with probe 28 16 # 23 22
~ Wrong anspet - 37 u8 19 19
. Don't krow 15 21 13 14
How do you know that batteries are not included? .
Read statement ' 0% 0% 13% 12%
Heard statement 17 11 - 4o 31
Can't remember/NA above 83 89 . . 47 57
If you could get a new toy for your birthday,
would you like to have this one (Vertibird)? .
' Wants a lot . s 77% 73% “sug 1%%
, ' ~ Wants a little 7 . 9 13 1
' DOes not. want 16 18 - 337 30
Which things do you think you will 28 your x T
. mother to buy?
Will ask for Poptarts 75%  Tu% 88% 73% .
Will ask for Pebbles -68% 63% uu% ) u8%-
Will ask for Foodelud 27% 20% 23% 18%
OBSERvAIION OF WHICH TOY CHILD SELECTED TO o
PLAY WITH FIRST: - .
" Played with Tumblebug 70% 78% 85% 75%
Did you like the commercials? If YES: Did you
like them a little or a lot? '
Liked a lot 67% 59% 53% 50%
Liked a little 23 . 37 43 45
Didn't like 2 10 ' y 4 5
-
? ’
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9d: STRUCTURE
EFFECTS OF CLUSTERED VS. DISPERSED STRUCTURE ON RsspoﬁsBs TO PROGRAMMING

& N ‘Qw,,
Clustered Dispersed :
“ Mean Attention during first half of program :
(1=low to S5=high) & *
‘Overall 4.70  4.67
Flintstones cartoon 4,54 4,56 t=.07 (p=.95) i
Bugs Bunny cartoon 4.87 4.79 t=-1.24 (p=.22)"—
b d ee' . @
Attention at start of second half
“Overall S 4.11
Flintstones cartoon : 4,19 8,32 t=.83 (p=.u4l)
Bugs Bunny cartoon . 4.08 T 3,90 .. t=-1.10 (p=.28)
Attention during second half of program '"
Overall S 4.79 4,80
€ ¢ . )
Flintstones cartoon . - 4,63 4,70 t=.62 (p=.54)
‘Bugs Bunny cartoon 4,96 . 4,90 t=-1.09 (p=.28)
Total attention Overall 4.5y 4.53
Number of seconds to full attention | . ‘ .
(start of second half) . . .
Overall 0 seconds 79% 75%
1-8 secs. 12 13
9 or more 9 12
Flintstones 0 seconds - 8ey 83% . X°= .6 o
: 1-8 secs. 7 11 df=2
9 or more 5 | 6 ps .73
Bugs Bunny 0 seconds 70% ' 66% X2=1.3 -
1-8 secs. 17 15 daf=2
2 9 or more 13 19 ps .53
REUE *




. 9d "(CONTINUED)

8 s Clustered Dispersed
“ ) »

Mean Irritation during first half of program " .
(1=low to,?=high) ‘ _ . N :
-y - Overall . | . 1.04 1.08
Flintstones cartoon : 1.03 +  1.1&  t=2.72 (p=.01) -
. Bugs Bunny cartoifa; 1.08 1.08 . t=-1.12 (p=.27)

Irritation at start of second half

Overall '1.28 1.32
| Flintstones cartoon . . 1.26 1.3% - t=.99 (p=.32)

Bugs Bunny cartoon 1.30 ©1.31  t=.02 (p=.99)

Trritation during second half of programm
. - . - L

overall © , 1.11 1,08 .
Flintsfones_cartoop: 1.1§° 1.11 t=-.81 (p=.“2f

Bugs Bunny' cartoon | 1,07 1.06 t=-.21 (p=.83)

P -

Total irritation Overall S 1.1 - 1.16




o

Mean'Eﬁjpyment during first half of program
(1=low to 3=high) .

€. o

Overall

. - Flintstones cartoon B
' Bugs ‘Bunny cartoon

. .
4 B Y

~ Enjoyment at start of second half

. ‘ ‘ Overall

Flintstones cartoon
Bugs Bunny cartoon

LS

Enjoyment during secoﬁd?half of program

Overall

- Flintstones cartoon
Bugs Bunny cartoon -

’

Total enjoyment ° Overall g

Verbalizations

Cartoon-related positive
Cartoon-related neutral
ngtoon-related negative
Unrelated talking '

|9

Total relevant verbalizing

) S ° * 9d (CONTINUED)

1.37

4%
4%
1%
15%

> Clustered Dispersed.
l.40 1.34
1.41 1.23
1.40 1.45.
- 1.37 1.28
1.33 1.13
1.42 - 1.43

l. 32

3%

2%
0%
10% -

s

?

=-1.91 (P=f66)
=.44 (p=.66)

4

. ’
t=-2.41 (p=.02)

t=.10 (p=.92) ¢

t=:’- 01 (p=o 99)
t=.13 (p=.90)
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- ; : ' ‘ 9e: STRUCTURE @
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EFFECTS OF CLUSTERED VS. DISPERSED STRUCTURE ON PROGRAM LEARNING AND LIKING

-

-

-~

. ™,
Clustered Dispersgd

IF WATCHED FLINTSTONES: Can you tell me what
happened to Fred in the Flintstones cartoon? ; . .
‘(1=poor description go 7=e<cellent) ’ C e ' .
i . .+ Rating = 7 ©20% & 17% .
e 6 18 20 '
5 19 27 : .
- X 4 8 B S TN
. 3 18 . 10 : . S
X ) . 2 5 12 - . ‘
: N 1 2 7 .
- S o 4 o - . ¢ g
re X s o - »
‘Mean rating of description: : ¢
Overall . 4.52 4.64
Young : ' 3.97 3.83 A
01d : 5.19 - 5.45 .
4 . cv !
o \'I :
Did you like the cartoon(s)? A i "
IF YeSt Did you like it a little bit or‘ * . : . .
a lot? ‘ -t
. n; ‘th ]
Overall: Liked a 1ot  87%  93%  X2=2.2 >
' Liked a little - 13 : 7 df=1 .
No, didn't 1like - 0 0 p=.15 ’
Young: Liked a -lot 92% _ 1% x2=.00
) Liked a little 8 -9 df=1 o
No, didn'tLike 0 0 . _p=.92- -
01d: Liked a lot ., 81% © 9% X2=3.8
, Liked a little 19 o 9 =1
No, didn't like 0 -0 p=.05
— LI [y . ) "\
. . - . . \\
7] ) re ‘
/ 5
7 b - ¢
\ e M e 3
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e Mean Attenﬁﬂon all ade; -

to S5shigh) = _—

a

Avera
.(1=10

< A ‘e

- . .
B . ~

' Avera e Mean Irrltatlon all ads
{1=low to 3'high) o :

. _ e

N . .. ’

Averggg_uéan Enjdyment, all ads
(1=)zw to 3=high) ‘

L

. Average Verbalizations,.all ads

,(bercentqmaEIhg 1 or movre) )

- Content-related positiye

) Content-related neutral
Content-related negative
: Delivery-related positive
Delivery-related neutral
Delivery-related negative
‘ Jdnrelated'talking

Total relevant verbalizing

o
.

.(,j"
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* ° | TABLE_l0a

%

s

¢

.
PR

-

Subjects' Age .

i Young

L]
.

-3.56

4

a

1.30

£=24.45 (p=.001) -

- 3%
4%
1%
1%
. 1%

0%

10%
©
11%
9 .
P

. ”_&;22

t=3.31 (p=;0d15

oud

- 1.17

3%
3%
1%
10
1%
1%
9%

9%

FFECTS OF SUBJECTS' AGE AND RACE ON ATTENTION,
/ IRRITATION, ENJOYMENT AND VERB&AZATIONSH

Subjects' Race

AWhity

Black

- .22

t=-4.7% (p=1001)"

o

1.23 1,27
t=1.47 (p=.14)
1.35 1.32

3.85

t2-.67 (p=.51)

9% .

*The mean Ievelsqon éach responsé variable are ‘averaged across. the seven
commercial slots in the experiméntal stlmulus tape. .

.,/‘




v ) TABLE 10b

- EFFECTS OF SUBJECTS' AGE AND RACE ON LEARNING AND DBSIRB

. 7 ~ Subjects' Age Subjects' Race
. " Young 0ld .  White -Black

What things-did they want you to buy in
the TV commercials you saw? = (Average

percentage across seven ads) , o
Recallied brand name % - 18% v 13% 5%
Recalled with probe 4 7 ‘ 5 5
General description . 17 16 ‘ 16° 18
Not remembered 73 . 59 66 . 68
~Why do kids ‘like to get Poptarts in the \
food Store? (Ss exposed .0 premium only) . \
\ . Premium in the box ' 4% \\\ 8% 8% 4%
L Other reasons 81 - 87 : - 79 90

A ' Don't know 15 N5 13 6

Remember the two kids playing with the
Tumblebug in the commercial? . Can you - .
tell me what they looked like? ‘ , ' - . v

. ' Racial description. . 13% © 13% 1% 17%
L ‘Non—raqial description . 48 59 , 54 52
“Don't know ) 39 28 35 31
Does ‘Food Club Frosted Flakes have lots - S e

of vitamins in it? (Ss exposed to ration-
al theme only). .

Yes . | 88% - 93% . 92%  92%

I No 12 8. 8
Which‘vitamins does this cereal have? ‘ S ' .
v Named all four (ABCD) 15% 57% Bug  21%

Named two or three 9 .15 - , 10 - 13

Named one vitamin b 3 - 0 6

Don't know or wrong 75 25 ¢ LG 60

Why dld the Indian cry at the end°

‘ sad about pollution © T6% 98% 88% 81% .

8
~ Non-pollution reason 12 - 2 . 3 15
LT Don't know 12 ‘ 0 9" by
If you got a stuffed-up nose what wduld
you do for it? TN .
, Take- Dristan 3% L% 8% 0% .
- Take other pill. 6 13 12 8
Take medicine . 15 .. 20 18 - .15
Rest/Stay home 1 c2 A 1 2 .
. Other/don't know : . . 75 . 58 , 61 C75 0 -

F 2
-
=




o © TABLE 10b (CONTINUED)

Subjects'

,m
=
e
[S.
[

Agé
- Young - 01d
When you buy Vertibird in the store, ’
what isn't included? o
- Mentfoned batteries 17% 45%
Mentioned with probe 22 22
Wrong answer., ) 43 19
Don't know 18 1y
How do you know that batteries are _ .
not incyuded? S "
Read statement % 13%
Hear statement . 13 35
Can't remember - 87 52
7f you could get a new toy for your
birthday, would you like to have this -
one (Vertibird)? ‘
' ' Wants a lot S 4% 53%
Wants a little . 8 16
- Does not want : 18 3l
Which things do you think you will
ask your mother to buy?—~
Will ask for Poptarts 4% 80%
Will ask for Pebbles €5% ©u6%
Will ask -for Foodeclub ,23%‘ - 20%
- Did you like the commercials? IF YES:
Did you 1like them a little bit or a
lot? ' N ‘
" Liked a lot S 82% 51%
- Liked a little 31 by
Didn't like . 7 5
(=4
o
A
. v

Subjects' Race

whitd:  Black

35%
25
22
18

5%
26
69

58%
14
28

77%
55%
18%

~ 50%

8

- 23%
117

46
14

7%
18
75

72%

10

18

76%

59%
26%

67%
31
2

\




